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Abstract 
Online news media has been undergoing substantial changes over the last few years. This 
has been sparked by numerous factors, one of which is the difficulty in making revenue from 
news content in digital channels. In the past, most hard copy newspapers derived the 
majority of their revenue from paid advertising – but this has not carried over into the online 
environment. Revenue from advertising online is substantially smaller. A number of reasons 
are contributing to this – there is more competition and thus a larger spread of advertiser 
funds, there is difficulty in tracking effectiveness of advertising online, and many others.  
The environment for news media organisations has also seen many changes. Readers of 
online media are more geographically diverse than those of traditional print media making 
target groups more uncertain. This situation leads to the need of a substantial re-think of 
strategic and business models used in newspaper organisations. Many business models for 
digital newspapers have been proposed, ranging from updated versions of classic models to 
untried new modes. These include advertising, subscriptions, affiliations and sponsorship, 
licensing of content, donations and voluntary contributions, rental of subscriber lists and 
micropayments. Lately, many newspapers have started introducing pay-for-content models 
in various formats. All these models, and many others, have been developed very much 
from a business perspective. Some attempt to secure business-to-business payments to 
fund the free flow of content. All attempt to address the funding and supply side of the media 
distribution process. However, little research has been carried out in the area of revenue 
generation from online media, and digital newspapers are frantically experimenting with 'pay 
walls' for online news. 
While over the past few years it has been widely discussed that news gathering and 
publishing are undergoing substantial changes, it has been less obvious what online 
business models will be profitable to the news organisations and provide quality journalism 
to the readers of the future. A means of funding content must be developed that is 
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acceptable to those who create content, those who distribute it and - most importantly - 
those who consume it. 
What is most important to consumers and what will encourage them to not just read online 
news but actually pay for it is the key question investigated in this research. In order to 
investigate this, I looked at the changing user environment and the technological and cultural 
factors shaping it. We also examine the changing media landscape and how media 
organisations are dealing with changes in the behaviour of their readers. The main findings 
of this study, however, are based on large scale user research of an Australian population. 
The research was aimed at finding out what factors encourage readership and potential 
willingness to pay for online news content. In addition to this, the study also looked at what 
monetary amount users are willing to pay for online news content.  
The research was primarily quantitative in nature, utilising an online questionnaire. However, 
it also had a small component of qualitative research which collected users’ views on media 
organisations and news consumption. A case study of The Age, one of the largest Australian 
newspapers, was also carried out and included a number of interviews with business 
stakeholders to get their views of the current online media environment. 
Whilst most anecdotal evidence suggests that users oppose to paying for news content 
online, our study suggests that this is not the case and that majority of people are willing to 
pay. What are they willing to pay? It seems like the golden number is around one dollar per 
month. A number of factors that influence user willingness to pay are also identified, together 
with suggestions of how media companies can use these factors to increase online news 
readership and revenue and establish a sound business model. 
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CHAPTER 1  
Introduction 
The tipping point – the point at which a new technology displaces an old one – occurs when 
a well-defined and sizeable segment of the population begins to organize daily life so as to 
take full advantage of the disruptive option (Abernathy and Foster, 2010, p. 9). 
The printing press, radio, television and now the internet have all changed the way we are 
informed and entertained. However, in the case of the internet, a profitable news publishing 
or broadcasting business model has yet to be established. While newspapers have survived 
the threat of radio, television and telegraph in the past, it is not yet clear how they will survive 
in the context of a 21st-century online environment. The gathering, editing and publication of 
news must be funded, and it is that funding mechanism that is a focus of this research. How 
can a print-based newspaper company—that is, one that has traditionally printed and 
distributed newspapers—make money online? 
The research in this thesis addresses this problem by examining its historical context; 
considering current incentives and disincentives for different parties to pay for content; and 
discussing and testing proposed payment models and systems. Particular attention is 
focused on consumer behaviour, the flexibility and nature of demand for news, and 
preparedness to pay. 
1.1 News Media 
News media in this proposal refers to the process and business of gathering and preparing 
news and distributing it to consumers. Media organizations may also prepare and distribute 
entertainment and non-news information, and while many of the issues raised in this thesis 
are applicable to non-news media, the focus here is on news media. The emphasis in this 
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research is given to newspaper based news distribution and does not provide full coverage 
of radio and television news. 
The first periodical newspaper was published in Strasbourg, Germany, in 1605. The London 
Gazette, appeared in 1665 and by the mid eighteenth century ten newspapers were 
circulating in London (Gorman and McLean, 2009). Sweden was the first country to pass a 
law protecting the freedom of press in 1766. In 1814, thanks to the mechanised printing 
presses developed in the industrial revolution, The Times (of London) was printing 
thousands of pages per minute. In the United States, the ‘Golden Age’ of print media lasted 
from 1890 to 1920 by which time newspaper industries worldwide began facing new 
challenges from radio and, by 1935, television (Organisation for Economic Co-operation and 
Development, 2009). 
While telegraph was initially predicted to replace newspapers it in fact hastened the success 
of the newspapers in the nineteenth-century (Gorman and McLean, 2009). Telegraph 
messaging enabled transmitting news quickly especially with the laying of transatlantic cable 
in 1850s. During the 1970s and 1980s there was a shift away from single newspaper 
ownership to media conglomerates, which some argue spelled the end of independent 
press. The success of the news media during the eighteenth, nineteenth and, in particular, 
the twentieth century was based on the needs of large literate audiences, advances in 
technology allowing for speedy transmission of news and policy changes allowing for cheap 
newspaper production (Gorman and McLean, 2009). 
In a market economy, the ultimate goal of newspapers is to acquire both readers and 
advertisers, not just to provide news (Conboy and Steel, 2009). Newspapers have 
traditionally attempted to attract well-defined, geographically-segmented groups of readers. 
Their physical properties and distribution have enabled the provision of information that is 
important, interesting and culturally appropriate to a specific target audience. Based on their 
readers’ interests and tastes, newspapers have established formats for their content. Even in 
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the early days of the newspapers they produced content targeting specific classes. In 1709 
The Tatler, for example, was producing content discussing the tastes and practices of the 
rising class of the bourgeoisie, while The Spectator targeted civil servants and merchants 
providing them with relevant information over their morning tea before they went off to work 
(Conboy and Steel 2009). Even the format of the newspapers evolved to enable easy 
location of content of interest to specific reader groups. Headlines and news have always 
been at the front of a newspaper, while sports and classifieds have been at the back. Such 
content grouping helped not only the users to find the content of interest to them but also 
enabled news organisations to segment their readership to allow more targeted advertising. 
A car ad in the Auto section or sporting events in the Sports section. This longstanding 
tradition has only recently been broken in the online newspaper environment, as online 
newspapers don't have a 'front' and 'back'. This makes the experience of finding information 
of interest less of a leisurely activity of flicking through pages to the desired section, and 
more of a frustrating exercise of searching virtual pages that no longer have any sequence 
or order. 
The news business has faced numerous financial, technical and ethical challenges. In the 
words of Professor Todd Gitlin, journalism now faces five problems, or as he calls them five 
wolfs, referring to the tale of the ‘wolf at the door’: 
One is the precipitous decline in the circulation of newspapers. The second is the decline in 
advertising revenue, which, combined with the first, has badly damaged the profitability of 
newspapers. The third, contributing to the first, is the diffusion of attention. The fourth is the 
more elusive crisis of authority. The fifth, a perennial—so much so as to be perhaps a 
condition more than a crisis—is journalism’s inability or unwillingness to penetrate the veil of 
obfuscation behind which power conducts its risky business’ (Gitlin, 2009) 
The arrival of the internet is the latest manifestation of these challenges. Through each it has 
been vital for the companies involved to adapt and implement business models that provide 
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a healthy income. Most media business models have relied on arriving at some balance of 
two key sources of income. These are advertising sales (the sale of time or space into which 
third parties can place advertising messages) and copy sales (the sale of physical 
newspapers, magazines, DVDs and so forth). Business models based on advertising date 
back some time, for instance commercial radio is funded by advertising and has been mostly 
successful for many years (Winston, 1998). 
However, revenue from advertising and circulation has been declining by double digit 
percentages in the last few years, and according to Marc Frons, Chief Technology Officer for 
Digital Operations at The New York Times talking to Media Watch, for quality journalism to 
continue news corporations need revenue streams from both online advertising and online 
subscription (Holmes, 2010). The Australian market has been faring better, with figures from 
the Lab (www.Iabaustralia.com.au) indicating that online advertising expenditure for the 
March quarter 2010 grew by 17 per cent year on year. Online expenditure for the first three 
months of 2010 totalled AU$512.5 million, unchanged from the last quarter 2009 (Interactive 
Advertising Bureau Australia, 2010). 
In many countries, notably led by the USA, newspapers generate a great part of their 
revenue from advertising sales.  
Figure 1 shows the revenue contribution of advertising sales and copy sales in various 
countries. Newspapers in most of the countries shown earn more from advertising sales than 
from copy sales. In Australia, around 70 per cent of newspaper revenue comes from 
advertising, especially retail advertising (World Association of Newspapers and News 
Publishers, 2009). 
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Today, however, both advertisement sales and copy sales are falling. Younger readers are 
sourcing their news from various and usually less traditional online sources (Flew and 
Daniel, 2009). This has led to falling copy sales and, consequently, fewer advertisement 
sales together with a 10 per cent drop in revenue in 2009 worldwide. However, some 
countries fared better than others and Australia showed only a small drop in the overall size 
of the newspaper publishing market. 
Error! Reference source not found. below shows estimated percentages of the newspaper 
publishing market decline in OECD countries from 2007 to 2009. 
Revenue from advertising fell in Australia, however, as well as in many other countries 
recording 7 per cent decrease during financial year 2008-2009, as shown in Figure 2. 
 
Figure 1 – Revenue from advertisement and sales (Organisation for Economic Co-operation 
and Development, 2009) 
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Media historian and theorist Donald Shaw has identified three stages in the life-cycle of a 
‘mass medium’. In the first stage, an innovation is aggressively used to attract and secure an 
audience with the view to reach critical mass. In the second stage this new medium reaches 
maximum market penetration and profitability. During the third and final stage, the large 
mass audience starts fragmenting into smaller communities, and the medium begins losing 
penetration, prestige and profitability. 
This is what is currently happening to traditional news organisations - traditional news media 
are in the third stage but their digital news operations are in the first phase. Those 
newspapers that will acknowledge this trend and reposition themselves effectively to provide 
news in digital environment will be the big winners, the ones who do not may see 
themselves being absorbed by others or disappear altogether (Shaw, 1991). The poignancy 
of Shaw’s remarks can be illustrated by the substantial losses experienced by media 
companies, such as US$100 billion loss reported by Time Warner in 2001 which came less 
than two years after its AOL takeover. 
 
Figure 2 – Newspaper advertising revenue change for 2008-2009 (in percentage) (Pew 
Research Centre, 2011) 
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There is an analogy with the dawn of television, when the magazines which transformed 
themselves to serve to readers with specialised interests were the ones which succeeded 
(Abernathy and Foster, 2010). Many newspapers, on the other hand, rather than looking for 
a niche, have tried to regain their fading dominance without much change and it seems that 
they are not winning. The tipping point between hard copy newspapers and the new news 
media appears to have been reached, driven by the spread of internet technology. 
1.2 Internet 
The internet is a network of devices around the world that are connected to (and via) one 
another, and communicating via an agreed protocol. Information can be transmitted through 
this network, almost instantly, regardless of the geographical location of the devices that are 
communicating. 
The internet is not the property or the responsibility of any individual, organization or formal 
group of organizations. ‘No one is in charge of the internet’ (Shannon, 1993). The 
information that is transmitted via the internet is digital – encoded into 1s and 0s – and can 
therefore be duplicated and moved without physical restrictions. Reduced to its most simple, 
most useful and most elemental feature, the internet is simply digital communication. No one 
owns the internet itself but the encoded information that it transmits may have a copyright 
owner. Internet technology, however, is not designed to recognise this. 
The Internet is one of the main channels through which people communicate in the 21st 
century by using Internet for email, instant messaging, peer-to-peer file exchange and, of 
course, the World Wide Web (Adamson, 2003). In just over 50 years since its beginnings as 
a research project back in 1960 it has grown to 6,967,126,795 users (Internet World 
Statistics, 2012). Media companies first started to take note of the internet in 1993 when 
Rupert Murdoch purchased Delphi, an online computer service, and announced that News 
Corporation planned to offer many of its newspapers and magazines over the internet 
(Markoff, 1993). Bill Gates was not so quick, as is evidenced by the fact that internet 
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features were not initially included in Windows 95. Prior to 1995 Microsoft was attempting to 
develop a service that would compete with America Online known as Microsoft Network 
(MSN) (Gleick, 2002). The internet, however, soon after became a key part of Microsoft’s 
strategy when MSN became part of Microsoft’s Internet strategy (Lewis, 1996). Towards the 
end of 2000, Time Warner purchased America on Line (AOL) for US$164 billion – one of the 
largest global mergers at the time - with America’s Federal Trade Commission approving the 
merger in January 2001 (Ross and Hansen, 2001) which signified the magnitude of interest 
and expectations placed on the internet. By 1998, 57 per cent of the financial institutions 
listed internet as their top information technology priority (Leeuwen, 1998). 
Newspapers are also about communication. But they are physical, and therein lies the most 
important difference. Newspapers rely on geography. They bring information from one place 
to another. They are delivered by big trucks and little boys on bicycles. They are designed in 
such a way as to be physically pleasing, with different sections of the newspaper appearing 
in different formats for different markets. They are portable, and require no additional 
equipment to be usable. They are independent of the infrastructure that produced them. The 
entire value chains and business models of traditional newspapers have changed with the 
emergence of the Internet requiring novel approaches to news production and distribution 
(Organisation for Economic Co-operation and Development, 2009). 
To document the history of the internet would be a process of stating when this computer 
was connected to that computer or when this service or that service started. That is a task 
that would be as pointless as it is impossible. But there are noteworthy points marking its 
growth and development along the way, summarised below. 
The history of the internet began as a U.S. military networking project in 1960 and grew into 
a global network that met the communication needs of 1.5 billion people by mid 2008 
(Internet World Statistics, 2010). By 1992 the first graphical user interface to the internet – 
the web browser – was developed by a few students and immediately attracted feedback 
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and suggestions. Such quick feedback prompted rapid improvement of the software resulting 
in the development of the ‘Mosaic’ web browser. The process of ultra-fast feedback from a 
community of users and an ability to utilize it to improve offerings proved to be one of the 
hallmark traits of the Internet and one of the reasons for its subsequent success. 
Netscape was formed in 1994 to enable the commercial development of the Mosaic web 
browser, thus opening the Internet to ordinary people. During 1995 and 1996, Mosaic 
proliferated and spread to millions of computer users worldwide. Following Mosaic’s success 
in 1995, Microsoft started developing its own web browser - ‘Internet Explorer’ - which it later 
bundled with its own Windows operating system software – the practice later found to be 
illegal - forcing Netscape out of the game (Gozzi, 2001). 
During the late 1990s the world was in the ‘dot com’ boom during which Internet start-up 
companies proliferated. It was perceived as a gold rush in cyberspace with investors pouring 
money into companies whose existence was mainly on paper only. In just five years, around 
2001, the dot com bubble had burst. Throughout the history of the ‘public’ internet 
businesses have been among those using the internet in order to make profit. They have 
had mixed experiences, however, in achieving business benefit. 
Despite the dot-com bubble bursting, it was clear that the web was not only the emailing, file 
sharing and visual front-end to the internet that most people were using, but also that it was 
the most fertile ground for commerce. Every business had to have a website. The web was a 
communication medium generally running a one-to-many communication style model. This 
has since been labelled Web 1.0 - where an individual or organisation made static 
information available to anyone who may like to look at it. As technology, speed and user 
sophistication grew, this model has changed substantially to what is currently known as Web 
2.0, characterised by many-to-many interaction in which website viewers can also become 
website contributors – filling in forms to publish their own thoughts and ideas. Key features 
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and differentiators of Web 2.0 as compared to Web 1.0 were concisely summarised by Flew 
(2009): 
1. Reduced barriers of entry for content producers 
2. Easy to use technologies for content generation 
3. Greater user/audience empowerment 
4. ‘Demassification’ and segmentation of media content markets 
5. Personalised and community driven. 
In effect, the key differences between the Web 1.0 and Web 2.0 are that in the former 
corporations took a one-way approach to communication while in the latter the interaction is 
in a form of a two way discussion and debate. The two way interaction enabled by Web 2.0 
is in fact a much closer match of the original concept of Tim Berners-Lee – who led the 
development of World Wide Web at the European physics research centre - ‘not just an 
interface that would provide passive viewing, but something that would allow users to create 
their online links even as they were reading a document’ (Naughton, 2000, p. 239). In fact, 
the biggest growth of the Internet is on the basis of its ability to facilitate communication 
rather than that it is a novel technology (Adamson, 2003). Thus the Internet seems to be an 
ideal medium enabling companies to have an effective communication with their users. 
Whether it is a good medium for making revenue is another question. The Internet was built 
on the principle of ‘best effort’ which strives for overall system’s reliability over the reliability 
of its individual segment (Corner, 2000). Commercial models typically require the reliability 
and accountability of individual transactions – such as successful number of calls for 
telephone network – something that the Internet has not been designed for. Whilst the 
inherent limitations of the Internet may be present, online commerce has been highly 
successful and growing – eBay posted the revenue of $11.7 billion in 2011 (Business Wire, 
2012), Google, $38 million (Google Investor Relations, 2012) and Amazon, $48 billion 
(Kaiser, 2012). 
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While the internet offers increasing possibilities for meaningful interaction and commerce, 
news corporations have not been doing so well financially in this medium, with dwindling 
profits from sales, subscriptions and advertisements, with even news giants such as the New 
York Times casting off over a hundred reporters during 2008-2009 (Holmes, 2010). Perhaps 
taking advantage of the internet is not as easy as it may appear – the internet provides no 
means for micro-payments in its inherent architecture, unlike, for example, the telephone 
network, nor does it safeguard against copyright infringements. In several ways the Internet 
technology does not support minimal commercial requirements. 
1.3 New Media 
It is not the first time that newspapers have tried to offer news content in different formats to 
their readers. Numerous attempts to provide news via mediums other than hard printed 
paper were made during the 1980s and 1990s. The 1980s saw news providers attempting to 
use videotext to publish news, progressing to CD-ROM, digital assistants, fax and, in the 
1990s, bulletin-boards. However, all these attempts met with little commercial success. 
While the trials of videotext, fax and CD-ROMs were commercially unsuccessful, later efforts 
of delivering news to readers in digital format online have, by comparison, enjoyed success. 
Most likely this success is due to the online environment already having an existing audience 
and demand, whereas an audience would have had to have been built-up for earlier 
services. For instance the success of the French Minitel – an online videotext service 
allowing users to make train reservations, search telephone directory and view stock prices 
alongside other ecommerce capabilities - was attributed to the distribution of 5 million of free 
terminals – a screen with keyboard for accessing specific content - thus instantaneously 
gaining 5 million users (Organisation for Economic Co-operation and Development, 1998). 
It is also not the first time that the death of the newspapers has been predicted. When in the 
middle of the 19th century telegraph was invented enabling the delivery of information 
quickly, there was a widespread belief that it would spell the end of the newspapers. Gordon 
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Bennett, the editor of the New York Herald in 1846 predicted that with the dawn of the 
telegraph the newspapers would need to submit to their destiny, and go out of existence 
(The Economist, 2009). However, as history shows, the new technology typically does not 
replace existing ones but rather each find their niche and continue to coexist providing its 
own specific value to the users – television did not replace radio, cable did not replace 
network television and the VCR did not replace movie theatres (John Newton and Tidey, 
1997). The Internet is most likely another technology which will provide additional 
capabilities without necessarily displacing an existing medium. 
The first online newspaper was published on July 11 1980 - The Columbus Dispatch 
(Shedden, 2010). It survived only two years and the proliferation of newspapers online had 
to wait until 1994 when around 20 online newspapers were in existence (Carlson, 2009). 
These included the New York Times, Halifax Daily News, Wired Magazine, London Daily 
Telegraph and Financial Times. In 1995 a Consortium of Newspapers Companies was 
established, comprising of nine companies including the New York Times and Washington 
Post. The 1990s saw the establishment of an electronic newspaper library comprising 165 
American and Canadian daily newspapers (Shedden, 2010). In 1996, Mercury Centre 
became the first complete daily online newspaper, focusing exclusively on developing its site 
on the World Wide Web. A blog (web log) was used for the first time to report Hurricane 
Bonnie by the Charlotte Observer in 1998. During 1999 The Online News Association was 
launched. The following year, digital photography became the format of choice for news 
photographers. However, just a year later, in 2001 a number of newspapers were forced to 
abandon stand-alone technology sections due to a lack of advertising (Encyclopedia.com, 
2012).  
One of the most important court decisions for news publishers was made in 2001 by the US 
Supreme Court, ruling that publishers must obtain consent from freelancers to use their work 
in electronic format. This decision has strongly contributed not only to the ability of freelance 
journalists to be paid for their work but also indirectly to the growing number of news content 
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generation by non-journalist citizens. One of the first largest citizen news blogging events 
occurred after the September 11 twillingnessist attack in the US, with ‘citizen journalists’ 
posting reports in blogs and on online news websites. In April 2002 Google introduced the 
Google News service and in the same year for the first time users were beginning to be 
asked to pay for online content (Shedden, 2010). In 2003 news organisations started asking 
their readers to submit news - for instance, the BBC asked for content on the Iraq conflict.  
In 2003 US newspapers reported combined print and online advertising revenue of US$49.4 
billion, but, in four years, by 2008 revenue was reduced by more than US$10 billion to 
US$37.8 billion. During 2005 online news was considered a major source of news by most 
Americans and, for the first time, bloggers were given press passes to the Democratic and 
Republican political conversations. This was also a year during which an Australian 
newspaper, The Age celebrated its 10-year web presence anniversary (on 19 April 2005). 
This was also the year when people started using their mobile phones to send in photos - 
passengers sent scenes from the twillingnessists’ bomb attacks on the London subway. 
During 2006, consumers were willing to register for news (54 per cent of users) but were yet 
unwilling to pay for it (only 6 per cent of users were willing) (Shedden, 2010). News services 
intended for mobile (handheld) devices were started in 2007 and in May 2009 Amazon’s 
electronic book reader, Kindle 2, started providing access to major US newspapers 
(Organisation for Economic Co-operation and Development, 2009). Traditional media turned 
to social networking services such as Facebook and Flickr in 2008 searching for reports and 
images of twillingnessist attacks in India and by the end of the same year reports showed 
that 58 per cent of American newspapers published user-generated photos, while 15 per 
cent published user-written articles. The Pulitzer Prize was broadened to include online only 
publications towards the closing of 2008 and the following year’s awards honour went to the 
St. Petersburg Times for their PolitFact website.  
Despite of all these developments and the growing recognition of the online news content, 
the fact that economic models that served well for traditional media cannot support online 
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media is becoming more evident and prominent in the discussions. The year 2010 saw 
substantial developments in the area of online news including the release of Apple’s iPad, 
WikiLeaks posts video of US military killings in Iraq and numerous newspapers introduced or 
announced that they will be introducing pay-walls (Shedden, 2010). Most importantly, 
however, there has been a strong shift in users’ consumption of and interaction with news 
content. While during the twentieth century users were ‘exposed’ to news content for passive 
consumption, nowadays newspaper readers expect to interact and participate in the 
discourse (Gorman and McLean, 2009).  
1.4 Business models 
From its beginnings, one of the key aspects of the Internet is that it provides free information. 
This is a quandary for traditional media organisations as they derive revenue from the 
information they provide. Perhaps for this reason major media companies were cautious for 
a long time about investing in the Internet sector. To illustrate this, one of the largest media 
organisations, News Limited invested in a global satellite based television network in 
preference to new media (Chenoweth, 1999). 
The start of the Internet dot.com boom can be tracked to Nescape’s spectacular success in 
1995 when its shared rose from $US28 a share to $US71 in one day: 
‘The following day a slightly stunned Wall Street Journal commented that, while it had taken 
General Dynamics forty-three years to become a corporation worth $2.7 billion, Netscape 
Communications had achieved the same thing in about a minute’ (Naughton, 2000, p. 254). 
This mammoth success prompted many other companies to take interest in the Internet. 
News and media organisations have lagged behind the S&P 500 index of stock prices for 
more than a decade. With the Internet reducing traditional geographic boundaries, 
newspapers are now faced with three major challenges: 
1. Costs associated with printing and distributing newspapers 
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2. Loss of geographic market dominance and pricing power due to Internet; and 
3. Loss of large portions of advertising to online - classified sites, search engines and 
so on. (Abernathy and Foster, 2010) 
The good news for newspapers is that the audience consuming news content online is on 
the increase. As graphed in Figure 3 below, every news platform saw its audience shrink, 
with only the internet an exception (the figures show American market only). However, 
translating this increased online news audience into profitable revenues remains a challenge 
to be overcome for many news organisations.  
While advertising revenue has been one of the most profitable streams of income for news 
providers business models based on supporting news content through classifieds and 
advertising have proven to be difficult to extend to the online environment (Berte and De 
Bens, 2009). Frederic Filloux, author of the influential blog Monday Note, talking to the 
Australian Broadcasting Corporation’s Media Watch programme, estimated that a reader 
online yields between 16 to 20 times less than a reader of print (Holmes, 2010). Factors 
were omitted from the business models for online news, including the number of competitors 
 
Figure 3 – Percentage change in audience per medium (Madden, 2010) 
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who could easily bid down advertising rates. Moreover, consumers have become 
accustomed to receiving online content free of charge – the internet gained mainstream 
popularity before it became commercialised (Adamson, 2003) - which does not account for 
the costs associated with its creation. Meanwhile, content that was once fully paid-for by 
consumers is, legally or otherwise, easy to copy and distribute unchecked and unpaid for. 
During the first decade of 2000 many court cases were fought regarding ‘framing’ which 
refers to linking of the content from other websites without acknowledging the source. The 
first case occurred in September 2006 when Belgian Association of Newspaper Editors sued 
Google and obtained an injunction requiring Google to stop deep linking to Belgian 
newspapers without paying royalties (Fry, 2007). Whilst the revenue from online advertising 
remains very small – only about four per cent of the total revenue (Organisation for 
Economic Co-operation and Development, 2009) – the cost side of editorial work, 
production, maintenance, administration, promotion and advertising has remained largely 
unchanged. 
The fact that the Internet has offered content for free for most of its existence has set an 
expectation to many consumers and such attitudes have been echoed by many large 
corporations up to very recent times. As recent as 1994 Bill Gates suggested that ‘Nobody 
can make any money on the Internet. Everything is free’ (Bank, 2001). Its ‘free’ beginnings 
may be traced to its initial funding provided by the United States government for military and 
academic research. The programming was also carried using a ‘free’ model of ‘open source’ 
software development where software code is published for use and modification by other 
developers (Lessig, 1999). Finally, commercial companies may have contributed to the 
expectations that the Internet is free by providing free products and services. They usually 
do so in order to profit from sales generated by related products and services (Naughton, 
2000). The ‘free’ beginnings and growth of the Internet on what it is called a ‘gift economy’ 
basis contributed not only to the growth and success of it but also created difficulties for 
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investment - it is difficult for businesses to compete with services already available free 
(Adamson, 2003). 
While new media has potential promise for newspapers, with features including multimedia 
capabilities and greater interaction with the readers, it appears that most of these new 
capabilities remain unexplored. A 2009 study by Quandt compared 10 online news media 
outlets in five countries to check how widely new media capabilities have been adopted. It 
concluded that the analysed websites had: 
‘a lack of multi-media content, the missing options of direct interaction with the journalists, a 
fairly standardized repertoire of article types, missing source/author attributions, a general 
trend towards the coverage of national political events, and the limited scope of the news’ 
(Quandt, 2009). 
Gorman and McLean (2009) point out that one of the most important challenges facing 
contemporary media is the development of business models that will sustain news 
production operations in both traditional and online markets. Many models have been 
proposed, ranging from updated and tweaked versions of classic models, to untried new 
models. These include: 
• Coupons and deals of the day 
• Sponsor posts 
• Video 
• Ad networks 
• E-commerce 
• Paid content 
• Lists and databases 
• Mobile 
• Premium products 
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• Niche websites 
• Donations and voluntary contributions 
• Print editions 
• Special reports 
• Specialised advertising services 
• Business marketplace 
• Memberships 
• Event hosting and promotion (CUNY Graduate School of Journalism, 2009). 
 
However, all these models, and many others, have been developed very much from a 
business perspective and miss out on understanding of what consumers want. Some 
attempt to secure business-to-business payments to fund the free flow of content. All attempt 
to address the funding and supply sides of the media distribution process. As an example, 
bundling news with other forms of media such as entertainment is being explored, with 
somewhat mixed outcomes. Free offerings as an opportunity to market other paid products 
to a wider audience have also been less successful than expected (Organisation for 
Economic Co-operation and Development, 2009). 
Finally, readers of online media are more diverse than those of traditional media as they 
come from locations all over the world, making target groups more uncertain. This situation 
leads to the need for a substantial re-think of strategic and business models for the 
newspaper organisations. Digital newspapers are frantically experimenting with ‘pay walls’ 
for online news content. However, little research has been carried out in the area of revenue 
generation from online media. 
New media offerings may also prove to be detrimental to media organisations by diverting 
audience attention from the traditional media. Consumers have busy and information-
saturated lives, and a limited amount of time and attention. A new media offering by a 
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particular publisher may detract attention – and revenue – from their traditional products. It is 
usual practice within online news providers to send to users who have registered for the 
service daily newsletters with an overview of day’s main stories. The expectation is that such 
emails will bring value to the company by increasing the engagement with the users. For 
instance, the user gets the email, reads an overview of news events and then follows the 
links to full coverage of the stories on the news provider’s website and proceeds to other 
stories from there. This is the assumption. It is an assumption because it is still exceedingly 
difficult to track users’ behaviour - in particular user online pathways - which would enable 
more reliable calculation of return on investment (ROI). Thus, given that the actual user 
behaviour is somewhat obscure, one can argue that another potential outcome of daily email 
may be the complete opposite of the first scenario and, in fact, reduce rather than increase 
the time that the user spends visiting the website or interacting with the hard copy issues. 
One study looking into this area is a case study (Carroll, 2002) examining whether or not 
emailed news updates threatened readership of the publication’s print edition. While the 
findings of this study look optimistic for news providers - showing very little reduction in the 
readership of print edition by users receiving daily updates and suggesting a complimentary 
rather than cannibalistic relationship, it is a somewhat old study looking at only one 
publication. There is a need for more studies investigating this relationship for more 
mainstream newspapers. 
In summary, it seems that most newspapers have failed to appropriately invest effectively in 
digital models reflecting user needs. Abernathy and Foster (Abernathy and Foster, 2010) 
suggest that news organisations need to radically reassess their business to ensure they 
stay alive in the 21st century and that in order to do so they need to: 
1. Shed legacy costs 
2. Build community and revenue online 
3. Create compelling user experience online 
4. Provide niche content to groups of readers with special interests 
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5. Build new advertising categories (Abernathy and Foster, 2010). 
Chapter 2 explores the work done in the area of online revenue generation and how these 
insights can be applied to newspaper organisations. 
1.5 Research aims and questions 
Arising out of the above overview of the current situation, the following research issues are 
to be addressed in this thesis. 
Aims 
The key question this research sets out to answer is - what drives people to read online 
news content and, in particular, what influences their decision to pay for this content? These 
insights were to be gained by engaging actual news readers and investigating their attitudes 
and expectations rather than using a purely theoretical approach. In other words, I wanted to 
ask people about how, when and why they consume news; and what encourages them to 
read news content - especially digital news. I was also interested in discovering the 
differences, if any, between the consumption of news via more traditional channels such as 
reading a hard copy paper, and digital news content such as reading news on a smart phone 
or tablet. 
After gaining insights into the factors influencing user intentions to consume and perhaps 
pay for online news content, I also hoped to provide new organisations with practical insights 
and recommendations about potential business models for online news. 
Research questions 
The two key questions this research endeavours to answer are: 
1. What factors influence user behaviour towards reading digital news content 
2. What factors influence user willingness to pay for digital news content 
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Approach of the thesis 
Research began with a short review of the changing news and media landscape (this 
chapter). I then explored existing theories that may have been used to guide the direction of 
the current research and, as no such theories were found, proposed key components of a 
future theoretical framework. The literature review section of this paper gathered academic 
and industry insights regarding user consumption and purchasing behaviour in an online 
environment (Chapter 2). I also looked for evidence of technological and social 
developments, and the changes and trends that may influence them. A brief review of 
specific trends and attitudes in an Australian market follows. 
During the next step of the research I carried out a case study on one of the biggest 
newspapers in Australia - The Age (Chapter 3). In this section I look at the history, current 
situation and future plans of the company and how this compares to the user attitudes 
towards the company. This research included interviews with those in leadership positions at 
Fairfax Digital, the company that owns The Age. During these interviews The Age 
management shared their views and the company’s strategic directions for the next few 
years. Whilst The Age per se is not of key interest to the research, the in-depth 
understanding of one news organisation was expected to foster a better appreciation of the 
practices, challenges and opportunities for any news organisation. Thus this case study will 
serve as the illustration for the current news landscape. 
The final three chapters are dedicated to the detailed overview of the research method 
adopted for this research and the reasoning behind the approach (Chapter 4), followed by 
the detailed presentation of the results gained from this research including statistical 
interpretation (Chapter 5). A large scale survey of news consumers was conducted, and 
analysed statistically. The research included a small qualitative component and the analysis 
of the qualitative data forms part of this section. The final chapter in this document is 
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dedicated to the interpretation and discussion of the results of the research. It discusses the 
implication of these findings for the media organisations and the potential input into the 
development of business models for news organisations. Finally, I suggest further research 
to enable exploration of other potential variables impacting user behaviour towards online 
news and discuss further business opportunities which should be explored in more detail. 
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CHAPTER 2  
The Changing Market For News 
2.1 Introduction 
The evolution of technology in the last few decades has paved the way for online news 
provision and introduced advantages and disadvantages alike. Increased broadband 
availability and decreasing prices has substantially increased online participation of users 
from across the world and have also provided a fertile market for online news consumption. 
For example, in Australia between 2002 and 2008 online news consumption has grown 
substantially reaching 30 per cent readership online. Figure 4 below shows the proportion of 
individuals reading online news for most other OECD countries. 
Online news broadcasters are confronted with a reality in which the product they create has 
no physical sensory attributes such as size, weight, paper texture or the smell of fresh ink. 
 
Figure 4 – Proportion of users reading news online (Organisation for Economic Co-operation 
and Development, 2009) 
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Further, their audience is no longer defined by proximity to a printing press. Customers of 
the online news have different consumption patterns from the hard copy newspaper. For 
example, they do not tend to pick up one newspaper and read substantial parts of it before 
going to another news source. It is easier to lose readers to a myriad of readily available 
distractions and competitors (Organisation for Economic Co-operation and Development, 
2009). Web tools such as delicious.com and Digg.com now allows users to access 
information in the way they choose, enabling them to organise the information and their 
sources to suit their needs.  
Traditionally, in the world of ‘off-line’ newspapers, classifieds and advertising has been a 
large profit generating component of the business model. However, it is not so in the digital 
environment. For example, in the United States, where advertising revenues are typically 
very high compared to the rest of the world, the percentage of revenue from online 
advertising compared to the total revenue from advertising was only 8.2 per cent. See Figure 
5 below. 
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There are online companies who have made substantial profits from classifieds such as 
eBay and Google, but none of them are news organizations. One can wonder whether there 
has ever been a link between news and classifieds or whether classifieds simply did not 
have a ‘better’ outlet. Most importantly, competition is increasing every day and not only from 
other online services such as dating, real estate and car sales but also from the proliferation 
of news providers online. An audit indicated more than 1500 papers worldwide offer at least 
part of their news product to readers through the internet (Organisation for Economic Co-
operation and Development, 2009). This translates to less revenue from advertising coupled 
with increased competition for consumers. Even companies which managed to build a 
substantial following seem to be having financial problems. For instance Hulu 
(www.hulu.com), which provides TV and Movies online, has built up a large online audience 
using a traditional model of free content being supported by advertising revenue. It is a 
relatively new service which was launched in 2008 by News Corp., NBC Universal and the 
 
Figure 5 – Percentage revenue from online advertising compared to off-line advertising in 
the US (Organisation for Economic Co-operation and Development, 2009) 
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Walt Disney Co which generates US$100 million in revenue from advertising. However, 
Business Week reported that Hulu was expecting a loss of around US$33 million for 2009. 
‘Hulu was a great way to explore and learn about what was happening with video 
online…but it has run its course.’ (Grover, 2009). In April 2010, Hulu announced it would roll 
out its subscription service, Hulu Plus, from 24 May 2010. It provides subscribers with an 
additional content in a form of extra episodes of shows that are now available on the site 
(Chmielewski and James, 2010). While placing content behind a pay wall was a trend in 
2010, what is interesting is that Hulu is employing a model of flat fee rather than paying per 
‘item’. As Apple's iTunes Store experience suggests, consumers may be more willing to pay 
for individual items of content on a one-by-one basis rather than paying a monthly 
subscription. This makes Hulu’s $10 per month flat fee an interesting move. The success (or 
lack of it) will be determined by the users and further insights will emerge in the next year or 
so. 
Hulu is not alone, Wikileaks (www.wikileaks.org), a whistleblower website that has published 
numerous high profile leaked documents was shut in February 2010 due to lack of money 
(Robles, 2010). On its home page it had a message asking people to donate to keep it alive 
‘We have raised just over $350,000 for this year (our yearly budget is around $600,000)’. It 
has since then been re-opened and has published numerous famous leaked documents 
such as The Guantanamo Files and The WikiLeaks War Logs. Wikileaks is a not-for-profit 
organisation ran by Sunshine Press and if not-for-profit organisations cannot make ends 
meet, the picture is even bleaker for organisations that need to make profits. For instance, 
Marc Frons from the New York Times stated that although its website has 20 million unique 
visitors per month, even this figure does not generate enough revenue from advertising to 
keep the business viable (Holmes, 2010). In 2011 the company reported net income 
decreased by 26.2 per cent in the fourth quarter to US$67.2 million compared to US$90.9 
million the same time the previous year. However, a positive development for the digital 
news industry were the advertising revenue figures. While print advertising slipped 7.2 per 
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cent, digital advertising increased by 11 per cent accounting for 26 per cent of the 
company’s total advertising revenue (Peters, 2011).  
A somewhat more successful online model is based on philanthropy. For instance, donations 
from the Sandler Foundation are used to run the non-for-profit ProPublica, 
www.propublica.org online newspaper. ProPublica describes itself as a non-profit newsroom 
that produces investigative journalism in the public interest and does not contain 
advertisement on its pages. It has 32 journalists who are dedicated to ‘investigative reporting 
on stories with significant potential for major impact’ and is led by Paul Steiger, former 
managing editor The Wall Street Journal and Stephen Engelberg, former managing editor of 
The New York Times. Not only is ProPublica surviving but it has recently won a Pulitzer 
Prize, a prestigious US journalism award (Edgecliffe-Johnson, 2010). However, the 
organization is only young and its reporters work closely with well established media outlets 
like The Times and Washington Post. As Crenshaw Communications suggests ‘I doubt the 
Katrina piece would have received the attention it did without the credibility and readership of 
The Times’ (Crenshaw Communications, 2010). It will be most interesting to see the 
progress and the success of ProPublica’s business model. 
While revenue from online advertising is miniscule, most surveys to date show that user 
willingness to pay for online news is very low and that users would look for alternative free 
news sources if asked to pay (Nielsen, 2010, Madden, 2010). It follows that different ways or 
a combination of approaches may be required to come up with a business model that is 
acceptable to users and profitable for producers.  
How to best approach the task of understanding user needs when it comes to online news 
consumption is not an easy question to answer. The key aim of this study is to understand 
what motivates consumers to read and pay for the news content published via digital 
channels. The next section reviews theories used to explain user motivations to carry out 
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specific behaviours, namely Theory of Reasoned Action and in particular its successor the 
Theory of Planned Behaviour. 
2.2 Theory of Planned Behaviour 
The Theory of Planned Behaviour is a prominent model used to predict a wide range of 
human behaviour in social science research proposed by Ajzen (1985). This theory is an 
extension of the Theory of Reasoned Action (TRA) developed by Fishbein and Ajzen (1975) 
which claims that a person’s behaviour is determined by their behavioural intention to 
perform the behaviour, which can lead to prediction of behavioural outcomes more 
accurately. According to this theory behavioural intentions are a function of two factors: (1) a 
person’s attitude towards the behaviour and (2) their subjective norm. A person’s attitude is 
defined as a personal disposition towards engaging in a given behaviour and is determined 
by an individual’s assessment of his or her beliefs regarding the target behaviour’s 
effectiveness in producing outcomes and the evaluation of those outcomes. Subjective norm 
represents an individual’s evaluation of whether significant others want him or her to engage 
in such a behaviour and, in turn, his or her motivation to comply with such desires (Fishbein 
and Ajzen, 1975). This theory applies only to volitional behaviour and suggests that readers 
would pay for online news content if they intend to subscribe to online news publications and 
if they think that their friends, peers and family would view this behaviour in a positive light. 
Alternatively, if the significant others do not view subscription as a desirable behaviour the 
individual may feel that he or she does not want to comply with the expectations of others 
and thus the theory would suggest that the behaviour could still occur.  
One shortcoming of this theory is that it does not account for behaviours not under the 
volitional control of individuals. To expand the theory’s application, Ajzen (1985, 1988, 1991) 
extended the theory by adding perceived control enabling it to predict behaviours that an 
individual may not be able to perform at will. The extended Theory of Planned Behaviour 
predicts users’ behaviour intentions by (1) attitudes, (2) subjective norms as in the TRA and 
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adds (3) perceived behavioural control (PBC) identified as the perceived ease or difficulty of 
performing a specific behaviour (Ajzen, 1991). This model states that behavioural intention is 
a direct antecedent of actual behaviour (Ajzen, 1988, 1991). 
The Theory of Planned Behaviour is comprised of three perceptual constructs of beliefs: 
attitudes, subjective norms and perceived behavioural control. Attitude is developed through 
a person’s consideration of the potential consequences of performing the behaviour. If the 
individual believes that the behaviour will produce favourable outcomes or avoid negative 
outcomes, the individual’s attitude towards that behaviour will be positive. The second 
construct of the Theory of Planned Behaviour is a subjective norm which reflects the 
influence of the perceived social pressure of others and the person’s motivation to comply 
with those social referents. If the person believes that important others want him or her to 
carry out the behaviour and is motivated to confirm to the expectation of those referents, the 
intention to carry out the behaviour should be greater (Ajzen and Fishbein, 1980). Perceived 
behavioural control, the third construct of TPB shows the perceived ease or difficulty of 
carrying out the behaviour. Perceived behavioural control reflects past experience, as well 
as anticipated obstacles (Ajzen, 1991). For instance, a person may not be an expert 
technology user and may view online subscriptions as a difficult process and thus the 
individual’s perceived ability to deal with such challenges may discourage the behaviour. 
The constructs in The Theory of Planned Behaviour are shown in Figure 7 below. 
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Both the Theory of Reasoned Action and Theory of Planned Behaviour are prominent 
models used to predict a wide range of human behaviours in many fields of social science 
research (Lee and Choi, 2009) and have been used as the basis to develop other models 
(Flavian and Gurrea, 2009). However, both models have been designed and applied for 
predicting user behaviour in an off-line environment. How well such models can be 
successfully applied in an online field is of key interest to the current research. Applying 
models designed to predict user behaviour off-line may not be as effective or even 
applicable to the behaviour in an online environment as there are a number of substantial 
differences between the offline and online interactions  (Feeny, 2001, Porter, 2000). For 
instance, the online interaction requires an extensive expertise and use of technology, it is a 
rather impersonal and still is relatively new endeavour. Furthermore, consumers are still 
uncertain about the safety of online transactions and options they have if the goods needed 
to be exchanged (Pavlou, 2002). 
E-commerce, or purchasing via online channels is still a very new avenue to conduct 
purchasing compared to the off-line methods which have existed for hundreds of years. 
 
Attitude 
Subjective Norm 
Perceived 
Behavioural Control 
Behavioural Intention 
Figure 6 – Theory of Planned Behaviour 
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Whether people perceive and act differently when buying online compared to buying off line 
has been of interest to many researchers (see Soopramanien and Robertson, 2007, 
Hansen, 2005). 
A good illustration of the different behaviours adopted when shopping off-line when 
compared to off-line is a study by Soopramanien and Robertson (2007). As with anything 
new, some people are more likely to try it, whilst others prefer to wait and see. The question 
these researchers had in mind when conducting the study was ‘what makes a user adopt 
online shopping?’. The study compared three consumer groups of Internet users. The first 
group of users they studied were ‘buyers’ – those who used internet to buy online. The 
second group were ‘browsers’ – those who searched for product information online but 
purchased off-line. The third group were ‘non internet shoppers’ – those Internet users who 
did not use the Internet for shopping. They found that users’ perceived beliefs of what they 
can and cannot do (perceived control), as purchasers online, had a substantial impact on 
whether they ended up purchasing goods online. In other words, two users presented with 
identical purchase needs may choose different shopping channels because they have 
distinct beliefs about the operations of the off-line and online purchasing, such as risk 
associated with providing personal information when making purchase online. 
(Soopramanien and Robertson, 2007). 
As I was specifically interested in consumer behaviour online, a review of the studies which 
applied the Theory of Reasoned Action and Theory of Planned Behaviour to explain users’ 
online purchasing behaviour is presented below. 
 
2.2.1 TPB and users’ willingness to pay online 
Hansen, Jensen and Solgaard (2004) compared the effectiveness of Theory of Reasoned 
Action and Theory of Planed Behaviour in predicting users’ online grocery purchasing 
behaviour. The researchers intended to fill the gap in research looking at the predictive 
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power of consumer theories online. The main purpose of this study was to test the ability of 
the two consumer theories, TRA and TPB in predicting consumer online buying intention. 
They gathered data using two online surveys obtaining a sample of nearly 2,500 responses. 
This study found that both theories had a strong predictive power (over 55 per cent). 
However, the Theory of Planed Behaviour fitted the data significantly better and provided the 
more powerful prediction of customers’ intention to buy groceries online (R2 =0.621 and R2 
=0.748 respectively) (Hansen et al., 2004). This study suggests that the Theory of Planned 
Behaviour is a useful tool for researching online behaviour. 
Another study comparing models of social behaviour was the research carried out by Lin 
(2007) who explored the predictive power of Technology Acceptance Model and Theory of 
Planned behaviour for predicting consumer intentions to purchase books online. In this 
study, behavioural intention was found to be the most significant predictor of the actual user 
behaviour regardless of the model. The author argued that the theory should be chosen 
based on the insights the research is trying to gain. Depending on the goal, a different model 
may yield the best results. For instance, TPB was the best at explaining behavioural 
intention but TAM was the preferred model when it came to predicting online shopping use.  
A further study looking into the effectiveness of Theory of Planned Behaviour and online 
buying behaviour is a recent research carried out by Liang and Lim (2011). The study 
surveyed 569 undergraduate students who purchased specialty foods online in the last three 
months. Using a questionnaire this study found that consumers who were more experienced 
in using the Internet were more willing to purchase online as well as those who had a 
positive attitude toward online purchase. Furthermore, individuals who did purchase online 
were more likely to influence other people to purchase online while perceived control was 
found to be the greatest influencer on the behaviour. Thus this research provides support for 
the efficacy of theory of planned behaviour in an online environment. However, the 
applicability of this study to the current research is somewhat limited. Firstly, as with most 
other studies available, it involved product specific research which makes it difficult to extend 
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to other products and industries. Secondly, its sample was limited to undergraduate 
students, also a primary pool of participants for most of the studies, introducing potential 
homogeneity bias and limits on generalisability. 
A number of studies have used TPB as a base model and added additional variables in the 
mix. For instance, (Pavlou, 2002) explored the applicability of the Theory of Planned 
Behaviour with two additional variables, Trust and Perceived Risk, to predict consumer 
intentions to transact online. A survey was distributed to 92 undergraduate students for 
completion and the results suggested that perceived behavioural control, trust and perceived 
risk provided the most important contribution towards online purchasing behaviour. 
Another construct that was found to show a positive influence on the online purchase 
behaviour was social networking. Pookulangara and Koesler (1995) found it to be a strong 
candidate when intending to predict consumer behaviour online. The researchers in this 
study used TAM as the starting point and added social networking as an additional factor 
when carrying out review of previous studies. The addition of social networking to TAM was 
based on the assumption that shopping has always been a social experience off-line and 
thus would highly likely be a predictive factor in an online environment. Indeed, the authors 
of this study did conclude that social networks were highly influential in the online retail 
environment with a growing influence on the consumer decision process.  
As the area of online user consumption is still a relatively new and unexplored arena, many 
other approaches have been used in an attempt to explain user behaviour online. For 
instance ‘use and gratification’ perspective – based on Lin’s (1999) paper suggesting that 
online motivators are relaxation, companionship, habit, pass time, entertainment, social 
interaction, information/surveillance, arousal and escape (150 Anniversary of The Age, 
2004) - was used by various researchers with various levels of success see for example 
(Morris and Ogan, 1996, Kagan and Atkin, 1999). 
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Most of the studies reviewed above have similar limitations in their applicability to the current 
research. They used undergraduate students from a single university as their subjects to 
gather data introducing potential homogeneity bias and limiting the applicability to other 
consumer groups. Furthermore, and most importantly they all explored online purchasing 
behaviour towards a specific product, e.g., groceries or books and thus the ability to 
generalise such behaviour towards other goods, and in particular non-tangible goods such 
as online news is limited and questionable.  
An early attempt to create a framework for online news consumption was made by (Chen 
and Corkindale, 2008) who carried out a literature review and in-depth interviews with 
industry experts looking into the effectiveness of the Diffusion of Innovation Theory, the 
Technology Acceptance Model, and the Uses and Gratifications Theory in explaining online 
consumer behaviour. The outcome of this research points to the less than adequate fit of 
any of the three frameworks to adequately apply to online news and the researchers 
identified six factors which they believe influence users’ behaviour towards online news 
content: 
• Perceived Usefulness 
• Perceived Core Service Quality 
• Perceived Supplementary Service Quality 
• Trust 
• Networking 
• Interface 
• Subjective norm 
Similar to Pookulangara and Koesler’s (1995) study, Chen and Corkindale (2008) found that 
Networking or Social Interactions as labelled in Pookulanga and Koesler’s study was a 
highly significant factor with strong predictive power of user behaviour online. With the 
constant increase of social interactions occurring online – the Australian Government 
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Information Management Office reported an increase in the take up of social networking by 
10 per cent in just one year - from 26 per cent in 2008 to 36 per cent in 2009 (Australian 
Bureau of Statistics, 2011) - this construct is established as likely to be important in 
predicting online purchase behaviour and it was included for testing in the current study.  
Favian and Gurrea (2009) did not use any model for exploring influencing factors toward the 
use of online newspapers and, in particular, whether they differ from print media 
consumption. These authors argued that the applicability of models designed for off-line user 
behaviour and applied to limited cases of attitudes towards specific product online are 
difficult to generalise especially to purchasing goods that are of less tangible nature. This 
study carried out a substantial literature review looking at what factors have been found to 
be significant in an online environment and conducted interviews with online readers of 
Heraldo de Aragon, a regional Spanish online newspaper. What they discovered were five 
motivating factors toward reading news online, namely: 
1. Being informed of current world events allowing readers to interact with family and 
friends 
2. Special interest information such as stock prices and sport results 
3. Breaking news to stay up-to-the-minute 
4. Leisure and entertainment 
5. Habit 
Based on these findings, the authors of the study suggested that it is highly important to 
acquire knowledge of actual reader needs in order to improve news provision digitally. Our 
study is addressing this specific gap – exploring actual user needs and expectations as 
opposed to expert or previous study reviews. While Favian and Gurrea (2009) study is the 
most relevant study to the current research the key problem of applying its findings is that 
this research looked at motivating factors for consuming and not paying for online news. 
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Whilst there is no doubt a strong correlation between the two, I would argue that the gulf 
between them is also substantial.  
From the above review it can be seen that there is still a relatively small number of available 
studies looking at consumer models of online purchasing behaviour and even fewer looking 
specifically at online news content. Thus the challenge the current research is faced with is 
that the research into online adoption behaviour is in its infancy (Bobbit and Dabholkar, 
2001, Santos, 2003) and there is a lack of a comprehensive theoretical framework for 
understanding online news consumption in an online environment (van Riel et al., 2001, 
Peng et al., 2004). Furthermore, there is currently no overall model to identify the main 
reasons that lead readers to consume news in an online environment (Flavian and Gurrea, 
2009). To the author’s knowledge there is no model for predicting purchasing behaviour 
towards online news content. 
Another challenge for the current research is in its aim at explaining the motivators which 
form consumer attitudes – a level below the factors of models of user behaviour. For 
instance TPB would look at the effectiveness of the attitude to predict the behaviour and not 
what the attitude is based on. In other words, of particular interest to us was the 
understanding of what factors (or variables) will encourage and motivate consumers to read 
and pay for digital news content. I have decided to take a similar approach to that of Flavian 
and Gurrea (2009) who decided that the lack of appropriate models and research into the 
online news consumption necessitate a fresh viewpoint and new research into this field. The 
key difference is that while Flavian and Gurrea (2009) looked at the factors that motivate 
online news consumption, the current study will explore the factors that not only encourage 
users to read online news but also to pay for this content. 
To enable the analysis of more specific behavioural motivators it was decided to look at all 
available sources of information - academic and practitioner – to see what factors have been 
found to influence user behaviour in an online environment. The research spanned more 
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fields than just online news as research into the factors influencing users’ consumption and 
payment is scarce and limited in this area. This is primarily due to the fact that paid online 
news has only begun to be implemented by the news corporations recently and the issue 
has just become a widely debated topic. Thus the following sections of literature review 
attempt to report an overview of available research and insights looking at factors that 
motivate and encourage consumers’ behaviour exclusively in an online environment.  
2.3 The changing market for news 
2.3.1 Professional journalism 
In their book Manufacturing Consent – The Political Economy of the Mass Media Herman 
and Chomsky argue that what is presented by the news corporations as ‘news’ content is 
determined by five factors: 
• Corporate ownership and its profit orientation 
• Advertising as the primary source of income 
• Sourcing of news from business, government and ‘experts’ that are funded by 
agents of power 
• Public, corporate and government response to the news  
• Demonstration of the ‘enemy’ (Herman and Chomsky, 1988) 
All these factors contribute to what the ‘news’ are and their quality. Herman and Chomsky 
(1988) argue that even journalists with high integrity fall in a trap of the above factors, 
believing that they choose and interpret the news based on the professional news values. 
However, they are only objective within the limits of the filter constraints. 
While user generated news content may be helpful in countering ‘manufactured consent’, the 
fears and talk of the challenges faced by news corporations and professional journalism go 
beyond the issues of news generation by citizen journalists. Competition in the online news 
space is fierce, with many smaller and ‘pure players’ – news websites with no physical 
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newspaper – being able to provide news content with much smaller expenditure. However, 
the saying ‘you get what you pay for’ may apply to quality journalism and the coverage of the 
news. An ability to cover world-wide events comes at a price; news organisations need to 
have staff in areas worldwide to enable extensive coverage of international events. Frederic 
Filloux talking to Media Watch provided an example comparing figures for news coverage: 
‘if you take the revenue of the biggest ‘pure player’ website in the US like the Huffington Post 
or like Politico, they are making something like $8-10 million [USD] a year. If you take the 
amount of money New York Times is spending in Afghanistan and in Iraq they are spending 
something like $3 to 4 million [USD] a year…New York Times is spending for its foreign 
coverage, something like $70 million US dollars per year, roughly ten times the revenue of a 
single ‘pure player’ website’ (Holmes, 2010). 
From the above figures it appears that the smaller players would simply not be able to have 
staff covering worldwide locations. Thus international news would need to be sourced via 
other sources, e.g., citizen journalists, or repurposing content from other news corporations 
who did pay for such coverage. Knowing that the news is ‘second hand’ may not be very 
palatable to many news consumers, who may question the authenticity and accuracy of the 
reports. Thus trust in corporation and trustworthiness of the news content can be a 
competitive advantage for well established news brands such as The Guardian, The New 
York Times and The Age. To ensure veracity of the reports of world events, especially at 
times of significant events, users may turn to the brands they have become to trust as 
having on-the-ground, professional and unbiased reporting. It is this trust that may be a key 
motivator for users to read news from well established news brands. 
2.3.2 News aggregators 
The fact that users prefer to get their news from various sources has been well exploited by 
‘news aggregators’. News aggregators differ from the traditional news providers in that they 
do not employ journalists or produce news stories. Instead they aggregate news stories from 
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various sources and ‘regurgitate’ those on their websites. Yahoo and Google are two notable 
examples of news aggregators. Furthermore, aggregators have typically been organisations 
that provide numerous offerings to their customers. For instance most traffic to Yahoo news 
pages came from Yahoo’s job listings and e-mails (Delaney, 2005). It is also worth noting 
that news aggregators do not create or pay for the content that they redistribute. 
The model of aggregating news appears to have numerous advantages. For example, there 
is no need to employ journalists (which accounts for substantial budgetary savings) and it is 
compatible with the online user behaviour of ‘cherry picking’ the news from various sources. 
By providing news already picked from different providers, the model may be attractive to the 
audience wanting to view news from various sources.  
However, while this model may work for the aggregators, it is less attractive for news 
creators. News aggregators obtain news content without needing to pay for it, while news 
creators have to account for the substantial outlay associated with creating news content. 
Thus, not surprisingly, many news organisations feel that their content is being stolen and 
the law is inadequate in preventing news aggregators from freely using news content: 
‘There are those who think they have a right to take our news content and use it for their own 
purposes without contributing a penny to its production... To be impolite, it’s theft’. (Murdoch, 
2009) 
The aggregators argue that they bring more readers to the news and, most importantly, 
provide news content in the format that the users want. The founder of NEWSER, Michael 
Wolff has said, ‘we aren’t stealing from the Times and other big news brands, we’re making 
their stuff better – or at least different. We’re doing what journalism is supposed to do best: 
giving the customer what he wants’ (Wolff, 2009). 
The law also falls short of protecting news content from being freely used. In the United 
States of America, where a few court cases dealing with repurposing of news content have 
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occurred during the last few years, the copyright law aims to foster creation and to enrich the 
public domain by protecting some material, but not all (Jensen, 2010). Most importantly, the 
copyright law does not protect facts from copying, as the law does not allow an individual to 
have ownership over facts, and is based on the key principle that protection can be obtained 
for creation and originality but not discovery. The Digital Millennium Copyright Act, aimed at 
copyright issues related to technology and the internet, has an unclear application to online 
news content (Jensen, 2010). Jensen further argues that using the law to protect news 
content from use by aggregators may be a difficult and perhaps wrong path to take. Instead 
she argues that news organisations should be considering asking users to pay for news 
content by providing news based on user needs and expectations: 
‘If news providers offer work that adds value to customers’ lives and make it easy for 
consumers to pay, they can recapture some of the revenue they have lost to the free world 
of the internet.’(Jensen, 2010, p. 584). 
2.3.3 Specialist News 
Abernathy and Foster, 2010 suggest that for news organisations to survive in the future they 
need to become niche-oriented online content providers, that is, to provide content to satisfy 
the special interests of their users groups (Abernathy and Foster, 2010). Figure 7 shows that 
specialist news providers returned much better dividends to shareholders than traditional 
news providers from 1996 to 2008. 
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To support the assumption that specialised news may be of high interest to readers and 
prove to be a profitable area for providers, Flavian and Gurrea (2009) used qualitative 
research to identify factors that encourage news readership online. They found that 
searching for specific information, such as stock prices and results of sports competitions, 
was one of the five factors they discovered as motivators of news consumption online – the 
other four being an intelligent interaction with family and friends, keeping informed, leisure 
and entertainment and habit. 
Niche, specialist news providers have an advantage in providing proprietary news to a 
specialised and well known group of readers, such as finance or health professionals. Digital 
media agencies report that smaller, niche sites are the ones that seem to be performing the 
best (Friedlein, 2009). As advertisers are in the pursuit of attentive audiences, the gradual 
 
Figure 7 – Returns to shareholders of traditional news and niche information providers 
matched or exceeded the S&P until 2006 (Abernathy and Foster, 2010). 
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move from the ‘usual suspects’ to the smaller news providers that can boast more constant 
and attentive audience is happening. Local news has also been noted to elicit more loyalty 
from the users (Flew and Daniel, 2009). In particular, users in rural areas are an important 
market for local news, especially when it comes to important and emergency news 
broadcasting and alerts. For instance, after the Victorian bushfires in 2009, Victoria’s 
Department of Justice launched an iPhone application for bushfire alerts which was a highly 
successful initiative with hundreds of users downloading it. Similar initiatives, providing 
important information to local communities could be highly effective, especially if they come 
from mainstream and well trusted corporations. 
Nonetheless, online consumers rarely show traditional off-line loyalty and instead gather 
their news from various sources, e.g., newspapers, TV, radio, search engines, blogs, peers 
and social networks. Most generic news is easily accessible from various sources and thus 
asking people to pay for it may be a difficult exercise. More specialist news directed at 
groups of interested consumers may be an easier sell. For instance, an OECD report 
mentions that while in 2009 most news providers experienced declines in revenue and 
readership, it also notes that publishers of general news information showed higher losses 
than those with more specialised content such as business news (Organisation for Economic 
Co-operation and Development, 2009). Putting specialised news behind the pay wall and 
allowing general content to be available free of charge may be a smart move for news 
providers. Following this reasoning, Rupert Murdoch’s The Australian asks users to pay for 
its specialist niche sections such as business and IT (Evans, 2010). 
 
Specialist news has an additional advantage as well as a potential for growth. Given that 
specialist news is read by people with a specific and strong interest in the topic, it has a 
strong potential for community building. For instance providing readers with an ability to 
contribute to and discuss topics and issues would provide good foundations for an active 
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and interested online community. This point is well illustrated by the Spain’s second largest 
newspaper, El Mundo which boasts 22 million unique users, has launched digital newsstand 
Orbyt (www.orbyt.es). Orbyt is a paid addition to its free newspaper and allows subscribers 
much more than just viewing weekly news sections and magazines. It also has an area 
where subscribers share views about stories, can create their own blogs, communicate with 
the newsroom, search over 20 years of newspaper archives, make duty free purchases of 
leisure products and services and, gain coupons and prizes (Editor and Publisher, 2010b).  
Strong, active and vibrant online communities are a highly valuable ‘asset’ to any 
organisation. Ingham and Weedon (2008) showed the fertile ground for strong readership 
provided by specialist news articles or publications in the study of user community built 
around specialised online magazine, Group Leisure Online. This online magazine, similarly 
to Orbyt, provides information on holidays, travel and leisure and has an area for subscribers 
to share their experiences and pose questions to the magazine subscriber community. What 
the study revealed was that the strongest performing area of the site was the online 
community, which has developed through readers’ correspondence. Here users actively 
share and discuss with each other their experience and expectations relating to travel, such 
as organising trips and exchanging experiences from holiday destinations. This ability to 
communicate and exchange experiences and ideas was the most attractive proposition to 
the users and provided them with the biggest value added experience attracting them to 
return to the site. This ability to get ‘instantaneous’ advice from other online community 
members and save on the otherwise substantial time required for researching such 
information, enhanced their experience on the website. 
The examples above suggest that consumers with strong interests in any area would be 
keen to get detailed information in the area of interest and participate in a like-minded 
community. Online sites such as The Financial Times and Nikkei, both having strong online 
paid readership models, provide support for this view. It may be hypothesised that providing 
content in an area of specific interest is a better way to start an online community and 
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perhaps test the grounds for the introduction of a user pay model. In the same vein, online 
community appears to be a strong candidate as a motivating factor in users’ behaviour 
online and warrants further exploration. 
2.3.4 Online advertising 
In the late 1980s progressive commercialisation of the Internet was taking place. However, 
online advertising did not take off till 1994 when the Chair and Chief Executive Officer of 
Procter & Gamble, on 12 May 1994, made a speech warning the advertising industry of the 
dangers of new media but also suggesting that advertising should ‘grab all this new 
technology in our teeth once again and turn it into a bonanza for advertising’ (Artzt, 1994, p. 
24). In 1995, the first internet advertising banner appeared on the HotWired website - the 
online arm of Wired magazine - and is considered to be the first internet advertising. In the 
first 12 years of online advertising, its revenue grew to surpass that of broadcast and cable 
television, at least in the United States, passing the US$21 billion point in 2007 (Bermejo, 
2009). 
Online advertising takes numerous forms including banner ads, pop-ups, interstitial ads (full 
page adds that appear before the actual web page loads), wallpapers and so on. Promotion 
of online newspapers can also occur through cross promotion, for instance hard copy papers 
can refer to promotions or encourage users to provide feedback online. The Special 
Broadcasting Service (SBS) successfully cross promote their website from the TV programs 
by telling television viewers to go online to view extended coverage, provide comments and 
participate in the online forums.  
However, online advertising is still not as profitable as print advertising in most cases: 
‘Like in other digital content sectors, hopes to run a full business model on online advertising 
alone and without monetising the content in other forms has mostly been a failure so far’ 
(Organisation for Economic Co-operation and Development, 2009, p. 97). 
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A report by PriceWaterhouseCoopers, for the quarter ending 30 September 2009, recorded 
the highest ever online advertising revenue in Australia, totalling AU$466 million (Interactive 
Advertising Bureau Australia, 2009). However, most of the expenditure was on Search and 
Directories (51 per cent), General Display (26 per cent) and Classifieds (23 per cent). These 
figures, showing substantial advertising revenue in Search and Directories and Classifieds, 
highlight some of the reasons associated with the decline in advertising revenue for online 
newspapers. It is hard to overlook Google at this point who posted $36,531 million in 
advertising revenue for 2011 (Google Investor Relations, 2012). Another reason for the 
decline is attributable to decreasing newspaper audiences and an increasing number of 
competitors. While during 2008 in Australia online advertising expenditure was around 10-15 
per cent it has been predicted that this will remain stable (Organisation for Economic Co-
operation and Development, 2009). Figure 9 below shows the percentage change in 
revenue from advertising from 2004 to 2008 with Australian showing a 9 per cent increase.  
 
 
The worldwide economic downturn (the Global Financial Crisis) of 2007-2008 may have 
been partially responsible for the newspapers’ poor performance and revenues. However, in 
Figure 8 – Change in percentage of revenue from online advertisement (Organisation 
for Economic Co-operation and Development, 2009) 
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America’s media landscape during 2010, while many other media organisations showed a 
considerable improvement, newspapers failed to make ground. Figure 9 below shows that 
only newspapers suffered continued revenue declines during 2010 which may indicate that 
newspapers are facing more severe challenges than other media. 
Advertising, while being a cornerstone of revenue generation for traditional news media, 
does not appear to be a successful ingredient in the online revenue generation. This trend is 
highly likely to be an outcome of poorer user engagement with the advertising online and 
thus less revenue generation for the advertisers. This topic discussed in more detail in the 
following section.  
2.3.5 Web analytics and ‘eyeballs’ 
What media corporations sell to the advertisers is ‘eyeballs’, in other words user attention or 
exposure. The reason for defining the ‘product’ as the exposure is that attention is hard to 
measure and traditionally measures such as units of sale and subscription would count for 
numbers of exposure. 
  
Figure 9 – Percentage change in revenue per media for 2009-2011 (Pew Research Centre, 
2011) 
 50 
Attempts to measure user engagement have been around for a long time. For example, in 
the early years or radio, listeners’ letters were used to support the contention that radio is an 
excellent advertising medium (Smuyan, 1994). Later, audiometers proposed by A.C. Nielsen 
were introduced, measuring consumption at the household level. Audiometers were tiny 
electrical devices that record at 30 second frequency the channels that TV sets in a 
household are tuned to. Consumers were also asked to keep diaries of which programs 
members of the family watched and who watched them. Audiometers were followed by 
‘peoplemeters’, a box that is hooked up to television with each family member being 
assigned a ‘viewing button’. ‘Peoplemeters’ allowed for more precise individual data 
collection and were predominantly used to establish television viewing patterns (Buzzad, 
1990). 
From 1995 online ratings system began to emerge and grow. They have, however, failed to 
achieve consensus, stability and acceptability. In short, there are still no widely accepted 
internet audience measures. This lack of consolidation may be partly due to the fact that 
internet audience measurement is still in its infancy. It is more likely an outcome of the 
measurement challenges posed by the technological and usage irregularities of the internet, 
one of which is traceability. The problem is the lack of an established ‘single currency’ in 
which online media can be bought. This raises questions such as ‘how much advertising am 
I buying?’ and ‘what outcome am I getting?’ remaining unanswered. For this to happen 
(Friedlein, 2009) suggests publishers need to ‘start thinking a lot more like retailers’, looking 
at their readers as customers and gathering data on consumer visits and the value they 
create. 
Records of users’ online behaviour are generally traced by information in logfiles or tags. 
Logfiles are text files that are stored on the web servers - the computers that send out web 
pages in response to requests from users. On the other hand, tagging involves electronic 
markers placed on pages of the website. When the user requests a page, its tag needs to be 
provided by the server which counts the number of requests and collects information on the 
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computers that sent them. Such a form of online data gathering is widely referred to as web 
analytics. While web analytics data provide highly precise records of online activities, they 
have substantial weakness. Web analytics records provide a highly accurate measure of the 
number of times the page has been viewed, but they provide very little information on the 
number of distinct people that viewed it or who those people are, i.e., their capabilities, 
interests and attitudes. 
A major obstacle for new media is the lack of form and flow which is typically associated with 
TV programming and traditional hard copy newspapers. Therefore the instance of a ‘visit’ to 
the newspaper is a somewhat ambiguous measure. The assumption is that users ‘come’ to 
the newspaper pages, progress through them and then ‘leave’ and that the time of visit can 
be precisely measured. However, due to the difficulties discussed above, this assumption is 
somewhat misplaced. It reflects metaphors borrowed from the press and broadcasting 
terminology of page and time respectively (Bermejo, 2009). 
The ambiguity of the data can be illustrated by the Guardian.co.uk example. During the 
month of December 2008, according to the figures of the Audit Bureau of Circulations 
(www.abc.org.uk) user traffic reporting company, Guardian received 22.8 million unique 
users. However, Newspaper Marketing Agency’s 
(www.nmauk.co.uk/nma/do/live/onlinenews) new online tracking services gave a total figure 
of UK consumers who visited any online newspaper as 22.6 million effectively suggesting 
that Guardian received more users than there were users (Friedlein, 2009). Such 
‘discrepancies’ do not necessarily suggest ‘willingnesss’ they simply show that depending on 
how figures are collated, substantially different results may be obtained. Thus the field of 
online consumer activity measurement is a long way away from being an accurate, useful 
and widely accepted measure of users’ behaviour online. Such measuring is becoming even 
more complicated with the emergence of Web 3.0, where amount and types of interactions 
between consumers, providers and data increase to a large extent. 
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2.3.6 Convergence 
Another important development that is impacting the news arena is convergence. 
Convergence, the ability to obtain the same content from various digital mediums, is being 
adopted in media throughout the world. It has been anticipated to be more productive and 
more profitable by being able to produce content that can be repurposed for the most 
appropriate medium - print, internet, radio or TV. For example, this has led to the interesting 
situation of online and television companies coming together, such as Ninemsn and Yahoo 7 
(Marshall, 2011). The push for convergence is one of revenue increase, but it is also driven 
by changing attitudes and lifestyles of news consumers. It is an attractive proposition to end 
users as it satisfies consumer demands, providing them with an ability to access content 
where and how they want it. 
Convergence may occur in a number of different ways: 
1. One media company may acquiring another one, broadcasting its content via a 
different channel, e.g., a TV company buying a newspaper; 
2. Media companies forming partnerships, for instance between a TV station and a 
newspaper that remain under separate ownership; 
3. A media company re-organising the newsroom by introducing new platform 
capabilities and associated positions. 
From the business model perspective, multi-platform publishing promises increased 
productivity and an increased share of advertising revenue. It introduces opportunities to 
cross promote its various media outlets and sell multiple-media advertising campaigns. 
However, convergence comes at the cost of substantial investment in infrastructure and 
skilling, and produces numerous challenges for journalists and publishers alike. They need 
to find a way to gather and fund news for different platforms without compromising the needs 
of their audiences. Major harm can be done to the reputation of the publisher when the same 
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story is shovelled from one medium to another without producing content appropriate for the 
medium (Jakubowicz, 2009). 
Critics highlight the problems associated with journalists being required to do all forms of 
journalism, and none of them well. For instance, (Quinn, 2004) wrote that typically a reporter 
writes a few paragraphs for the organisation’s website, produces a radio version, prepares a 
television package and then writes a full and considered piece for the newspaper. In 
addition, the story may also be made available on mobile, PDA and tablet devices. The 
downside of this situation is that most journalists may not have the necessary level of 
expertise in writing for all the different mediums and even if they do, it is not possible for one 
person to cover a major story adequately for all media. 
Printed newspaper corporations are not the only ones going through substantial change. 
News corporations such as the BBC, which broadcasts TV news, have been faced with 
changes they went through to enable establishment of online channels. For instance during 
2007 the BBC spent just over AU$143 million for news gathering (Lee-Wright, 2008). Such 
new requirements do not come cheap and cost organisations substantial amounts without a 
clear way of recovering it.  
2.3.7 Bundling 
Many organizations, including newspapers have been embracing bundling to increase 
attractiveness of their offer to consumers. Traditional newspapers and television 
broadcasters have been largely successful in bundling news with other content in order to 
attract larger audiences. With the increasing popularity and quality of Internet Protocol 
Television (IPTV) and other broadband offerings, this is also becoming possible online. For 
instance a subscription to online news content can be bundled with music streaming or video 
content. (Gambino, 2009) suggests that perhaps bundling media is a way forward for online 
news providers.  
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Newscorp provides a good example of companies viewing bundling as a serious business. 
Back in 2005 (BBC News, 2005) it purchased MySpace, a social networking website. 
MySpace is increasingly popular amongst bands as providing superior video and music 
streaming capabilities and is now rumored to be considering to start charging for its content.  
The popularity of video online cannot be underestimated, YouTube is one of the top 10 
most-visited sites in the world, reaching 100 million unique visitors in January 2010 
(Patriquin, 2008). See Figure 10 below. 
 
Figure 10 – YouTube.com unique visitors from January 2009 to January 2010 
Both IPTV and YouTube can now be viewed on televisions. Most digital television set-top 
boxes have inbuilt Wireless Fidelity (WiFi) networking features so that they can display 
YouTube videos. Manufacturers are building TV sets with IPTV features already inbuilt. 
Based on the decreasing numbers of news readership and ever increasing number of video 
audiences, there have been some suggestions that watching video will supplant reading and 
become the primary source of information gathering for the majority of people by mid century 
(Page, 2009). 
2.3.8 Paying for online news content 
Early in 2010 Rupert Murdoch announced that The Times would become a subscription only 
publication from June the same year. A month after the paywall was introduced, The Times 
lost substantial amounts of traffic. According to The Next Web UK, The Time’s traffic figures 
 55 
dropped from 4.37 per cent during May to 2.67 per cent in June, when the preliminarily 
paywall – users only needed to register, not pay at that point - was introduced (Bryant, 
2010).  
 
Figure 11 – Market share of UK Internet visits to News and Media websites from April to 
June 2010 (Goad, 2010) 
Nonetheless, users were spending longer than expected time on the site, which was 
suggestive of users registering rather than just entering and exiting the site. The Times’ 
iPhone application also achieved initial success selling at AU$5 and in numbers much 
greater than expected. Four months after the introduction of the paywall for The Times and 
The Sunday Times News International announced that it had achieved more than 105,000 
paid for customer sales (Ingram, 2010a), which according to Nic Cola, the COO of Fairfax 
Digital translates to around UK£9 million a year. However, only half of this figure is for 
monthly subscriptions as it also includes iPad application and Kindle edition subscribers who 
get free access to website content. According to Friedlein (2010) the figure of 105,000 
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paying subscribers represent only 0.5 per cent print readership figure. The first Australian 
newspaper to have paid online content is The Australian which from October 2011 has 
charged for parts of its content. 
It is not the first time that Rupert Murdoch has taken a risk, a few decades ago he gambled 
and won with Sky, a subscription based television service in the United Kingdom and 
Ireland. In the third quarter of 2009/2010 financial year, Sky report net profit of nearly 
AU$463 with subscriber base of 9.77 million (Silicon Republic, 2010). Nonetheless, initial 
figures for subscription based The Times online do not look promising. While Sky has been a 
success story, paying for general news content may be a more difficult proposition to 
convince consumers of than paying for entertainment content.  
The Financial Times continued to implement paid content strategy during 2010 adding to its 
paid content portfolio a site covering the pension business www.SchemeXpert.com. This 
website, like the other niche sites in The Financial Times group employs the same model – 
produce valuable content for profitable, specialist markets, provide non-subscribers with a 
small taste of the content, and charge for full access. By continuing to increase its paid 
content portfolio, The Financial Times are mitigating the less stable revenue from advertising 
– in 2000 Financial Times Group generated nearly three quarters of its revenue from 
advertisements while in 2009 it fell below 50 per cent (Andrews, 2010).  
However, there are also unsuccessful examples. In March 2010 Johnston Press 
discontinued the paywall it introduced in November 2009 for its four English and two Scottish 
newspapers. Johnston Press used a combination of business models including a free teaser 
then asking users to pay for the full article, full paywalls and registration to access content 
(Luft, 2010). Local news coverage constitutes a large proportion of content in many of 
Johnston’s Press publications. This fact is not to be overlooked as local news has been 
shown to be of high interest to readers (Flew and Daniel, 2009) and thus would appear to be 
a good candidate for a successful pay for content model.  
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Many magazine and news content publishers hoped that the iPad might do for them what 
the iPod and iTunes did for digital music – provided a viable marketplace to sell their 
products. However, five months after iPad’s release in May 2010, these expectations were 
seriously questioned. For example Mathew Ingram from GigaOm suggests that most 
magazine apps are ‘walled gardens’: 
‘The new esquire app also has plenty of ‘interactivity’, if by that you mean the ability to click 
and watch an ad for a new Lexus, or listen to cover boy Javier Bardem recite a Spanish 
poem, or swipe your finger and watch a timeline of the construction of the new World Trade 
Centre. All for those are very cool – but if you are looking for the kind of interactivity that 
allows you to post a comment on a story, or to share a link via Twitter, or to post anything to 
a blog and then link back to the magazine, you are out of luck. In fact, if you like the app or 
any of the stories within it, your only option is to close the app completely and then email 
someone to tell them that you liked it.’ (Ingram, 2010b) 
In summary, iPad applications stop users from interacting with others - companies, 
individuals and information - and according to Ingram (2010b) resemble an ‘interactive CD-
ROM from the 1990s’. As news corporations are keen to expand on two way communication 
with their readers this poses a serious challenge. It is an area that requires careful 
consideration.  
One newspaper that has succeeded with paid content on the iPad is The Financial Times, 
reporting more than AU$1.5 million in advertisement revenue. This figure translates into 
400,000 people downloading the application, accounting for 10 per cent of The Financial 
Times’ new digital subscribers. Ben Hughes, The Financial Times’ global commercial 
director, stated that print revenue constituted only 40 per cent of the total revenue (Sweney, 
2010). One reason that The Financial Times, along with dailies such as The Wall Street 
Journal, has an advantage is because of the type of content they publish. Financial 
information is specialised niche information with a dedicated and attentive consumer group. 
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Thus while the perceived value of the news content declined in many markets, financial 
content is something many consumers and businesses are paying for. It is important to note 
that The Financial Times had a highly successful online paid model on the web well before 
the iPad’s release, which suggests that a successful business model is the key rather than 
the platform on which it is implemented. 
Supporting this view, figures released by the Audit Bureau of Circulations in the USA 
showed a continuous decrease in iPad application downloads towards the end of 2010. The 
Guardian provided a few examples to illustrate this downturn. Conde’s Wired US iPad 
magazine sold 73,000 copies of the iPad application in the first nine days of its release in 
May 2010 but this fell to only 23,000 in November. Similarly, Vanity Fair sold 10,500 in 
October 2010 but only 8,700 in November, while Men’s Health fell from 2,800 when the iPad 
application was launched shortly after iPad’s release in May 2010 to 2,000 in November 
(Kiss, 2011).  
Another issue for the publishers pinning their hopes on making money through sales of iPad 
applications is that the iPad user base is still relatively small nearly a year in after its release, 
especially outside the US, and Apple charges 30% from every application sold. Not only that, 
Apple seems to exert other restraints on companies. The London Times iPad application, for 
example, is available to customers registered in the Australian iTunes store, while the 
Sunday Times is not. The Sunday Times told one subscriber that they were not permitted 
(by Apple) to make their application available in The Australian iTunes store but could not 
provide a reason other than Apple didn’t allow it. In early 2011 European newspaper 
publishers complained about Apple’s plan to require all newspaper subscriptions for the iPad 
to be bought via iTunes only (News.com.au, 2011). 
Such restrictions enforced by technology providers constitute a substantial restriction on 
newspaper organisations in relation to distributing their content to their end users in a form 
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and via devices desired by their target audiences. Most worrisome is the censorship this 
constitutes on the type of news that the end user has access to. 
2.4 Web 3.0 
Web 3.0 interaction refers to the semantic web that creates relationships between separate 
pieces of data to provide context and meaning (Ray, 2010) and the consumers’ ability to 
interact with the content provided by mobile digital technology ‘any time, any place, any 
device’ (Flew et al., 2009). In the Web 1.0 age, consumers were ‘fed’ information and were 
merely passive readers of static content provided via a digital channel. The Web 2.0 was 
defined by the two-way interaction between the content providers and consumers with 
capabilities for comments, forums, blogs and voting being added to many websites. 
However, we are now moving to the next ‘version’ of the internet development into Web 3.0 
with an added ability for users to query digital content in order to receive collections of 
meaningfully linked information not only at their work or home but also while ‘on the go’. The 
semantic web provides an extraordinary opportunity for customer insights represented by the 
new world of user generated content. The reconstructed data is no longer limited to the 
historic transactional data, demographic profiling or inferential conclusions. The data derived 
from the semantic web can provide a literal torrent of live data expressed in sentiment, 
colour and conversation that can push customer insights into a new level. An ability to 
access content ‘on the go’ provides a unique opportunity for provision of media and other 
services, including advertising that is contextual and location and contextual goods and 
services. Technology such as mobiles, PDAs, eReads and Tablets will enable such portable 
access to digital content, goods and services. Thus Web 3.0 or the semantic web, if it 
actually eventuates, may provide the advertisers with not only new and more reliable user 
traffic through the websites but also allow for individually targeted and perhaps and 
contextually relevant information. 
2.4.1 Mobile 
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Digital channels available for presenting news do not end with internet features on desktop 
computers. A number of portable devices such as mobile phones, eBooks, smartphones and 
tablets are other channels that are well adapted and in some instances more conducive to 
news content viewing. Their mobile nature allows users to access news content anytime, 
anywhere and many major media entities now offer smartphone applications for the 
consumption of their content (Flew and Daniel, 2009). In Australia mobile usage continues to 
increase with one million new mobile users in the first quarter of 2009, taking the total 
number to 24.5 million (Tsang, 2009). 
Mobile advertising can be much more targeted, contextual and even location-aware, which 
might translate into more successful advertising models. A clear example of contextual 
advertising is location based advertising where the company provides users with offers at 
the store they are close to. For instance, Nando’s advertising (Figure 12) below shows an 
example of an advertisement shown to a person who is close to Lower Long Street. In this 
instance the user is close by and can easily obtain the special offer by simply walking into 
the outlet, presenting the ad on the mobile device and obtaining the special price.  
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An example of location based services for news consumption may soon be a reality. In early 
April 2010 the Financial Times announced that it is working with Foursquare – a location 
based service that allows a user to share their location with friends by ‘checking-in’ on the 
mobile phone for friends to see where the user is currently located. Certain Foursquare 
users will be able to access Financial Times’ content for free when they ‘check-in’ into one of 
the selected Financial Time’s partner coffee shops, especially those close to major financial 
centers and business schools such as Columbia, Harvard and the London School of 
Economics (Reagan, 2010).  
It could have been expected that other newspapers would shortly follow and the Wall Street 
Journal announced their partnership with Foursquares, just a few weeks after, in later April 
2010. But while the Financial Times used Foursquares to target individuals who might 
subscribe in the future in a targeted fashion, the Wall Street Journal offers Foursquare 
badges and uses Foursquare to distribute its New York content (Schonfeld, 2010). The value 
 
Figure 12 – Nando’s location based advertising 
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of this initiative is much more dubious as Foursquare badges don’t have any real value and 
the Wall Street Journal is already one of the most successful dailies in the United States (a 
report released in 2010 showed declines in circulations for all major US newspapers except 
for the Wall Street Journal with a 1.8 per cent rise in the period ending September 2010). Of 
note is the fact that The Wall Street Journal has a paid online subscription model which has 
been highly successful and the readership increase of 1.8 per cent is for print and online 
subscriptions combined (Hamilton, 2010). Thus Foursquare partnership is obviously not 
going to make or break the business. This move could be viewed as the ‘jumping on the 
band wagon’ so that if my competitor offers something, I want to have the same rather than 
taking time to evaluate the appropriateness of the move and its value to its audiences. 
While people tend to resent advertisements being sent to their mobile phones, research at 
Sensis which studied user attitudes to contextual advertising showed that users were much 
more accepting of such advertisements. The goal of contextual advertising is simply ‘show 
the right advertisement to the right person at just the moment that he is about to pull out his 
wallet to make a purchase’ (Story, 2007). Personalised advertising has another substantial 
advantage, it would allow advertisement agencies to more precisely calculate the value 
proposition from advertisements. However, such advertising, like advertising on mobile 
phones in general, has not yet taken off and the proverbial ‘land of plenty’ sought by 
advertisers remain a distant vision (Rowan Wilken, 2009). For now, opt-in or permission-
based marketing will likely continue to be the dominant mobile advertising model of choice. 
Furthermore, in Australia the Spam Act (2003) stipulates that consent must be obtained and 
states that ‘unsolicited commercial electronic messages must not be sent’. 
Regardless of the shape or form of the advertising, as with content provision in the Internet 
space, the predominant theme in most mobile marketing discussions is that content should 
not be provided free, as Mike Robey put it in the Mobile Marketing Pitfalls article ‘The 
industry should avoid the trap that the internet fell into of giving away content for free’ as with 
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no return on investment, according to some innovation theories, innovation will be hobbled 
(Robey, 2006).  
2.4.2 eReaders and Tablets 
The advance in mobile technologies has seen a proliferation of eReaders such as Ditto 
Book, BeBook, Astak and Kindle 2 enhancing ‘on the go’ news consumption by providing an 
improved user interface, fast and easy content find and download and providing an 
experience more like a traditional paper based newspaper. The usual eReader interface is 
large enough to read comfortably, from 5 inch (12.7 centimeters) to 8.1 inch (20.6 
centimeters) in height and the device is small enough for easy carrying around.  
eReaders, smartphones and tablet type devices are expected to substantially drive further 
online readership (Evans, 2010) .Companies are announcing the release of their own 
readers almost monthly including new features and functionality. A launch in February 2010 
of Sony’s eReader Daily Edition saw an addition of a new feature, an ability to download 
newspapers. The user can buy a paper from the Sony Reader Store or sign up for monthly 
subscription. Iverson (2010) wrote that during her time using the Sony’s Daily Edition she 
‘made better use of [her] commute, read more than [ever] since college, and realized that 
reading glasses should be [the] next upgrade’. 
When a new medium for broadcasting content becomes available, an important aspect that 
needs to be considered is the journalism for eReaders. Most such devices will foster rich, 
deep media consumption and information delivered based on where it is in the world (Myers, 
2010). That the expectations of high quality content provision were high amongst consumers 
were confirmed by the fact that after iPad’s launch in the United States it sold around a 
million units within the first month. People queued overnight to purchase the device despite 
its price tag starting at US$500 (Holmes, 2010). To date the quality of the content on Tablets 
being provided by the news corporations is still somewhat a mixed bag with some providing 
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content written and interaction provided specifically for Tablets (for instance The Age) whilst 
others seem to be repurposing content from other mediums (for instance WA News). 
Publishers have been making the price of the new applications on the iPad more expensive 
than the same publication in hard copy form. For instance the Popular Science magazine is 
charging AU$5 an issue for its iPad application compared to AU$1 hard copy (Keane, 2010). 
The argument behind charging more is that iPad applications will offer not only content of the 
print magazine but also photo galleries, video and other yet to be defined iPad ‘goodies’. 
While iPad is still a luxury item with a relatively small user base, those new adopters who are 
the owners of iPads have been paying premium prices for magazine applications. For 
instance, Time magazine created its iPad application that costs AU$5. According to Josh 
Quittner, the Time’s editor’s blog: 
 ‘While pricing was not my decision, and I opposed it, I was wrong: it turns out to have been 
a smart move. While I’m not allowed to say how many copies we’ve sold to date, I can tell 
you it’s sold about 10 times what I had predicted’ (Quittner, 2010). 
However, not all users have been happy with the iPad applications or the device itself. For 
instance one early adopter called Time’s application ‘The most sinful piece of shit I’ve ever 
seen. It’s a DVD and PDF mixed together at a high price’ and has since returned his iPad 
and created YouTube video to share his experience (Jarvis, 2010).  
While numerous news media organisations worldwide are hoping that the iPad will breathe 
life into news consumption as the iPod had for music, writing for eReaders will need to be 
refined just as it had to be modified for online from paper versions. Regrettably, this is the 
point that seems to have had very little attention to date. 
2.5 Consumer behaviour online 
2.5.1 Consumer age 
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It has been commented see for example (Sandulli and Martin-Barbero, 2007, Huang, 2009) 
that nowadays the younger generation tend not to read much news content. So if reading 
news of little interest, paying for it would highly likely be completely out of the question for a 
young adult, as Frederic Filloux, author of the blog Monday note talking to Media Watch put 
it ‘…the idea of having to pay for news for a young person is just stupid’ (Holmes, 2010). 
Concerns that the younger generation does not read much news content was raised as far 
back as in 1940 (Huang, 2009). The young people of the 1940s are now the ‘older 
generation’ who are the most avid consumers of the news content. Thus perhaps it is not 
‘this young generation’, but younger people of any generation who tend to read less news 
content compared to older people. 
An alternative way to look at the lack of interest of younger readers in reading news content 
is that younger people are just simply not as interested in the news content due to having 
other priorities such as studies, socialising and setting up their lives. In other words, it is not 
that current youth is somehow very different from the past youth generations and they are 
simply not the primary target market of the newspaper business. According to this argument, 
newspapers just need to wait for them to reach the age where most people start to be 
interested in this content, ‘helping’ gently along the way as they mature. This seems to be 
the approach taken by the Financial Times. A new initiative recently announced by the 
Financial Times will see its pay wall coming down for a younger audience to encourage them 
to interact with their content in anticipation that it will lead to a paid habit in the future. This 
initiative is implemented in collaboration with Foursquare - some Foursquare users will 
receive a free access to the Financial Times when ‘checking-in’ into the Financial Times’ 
partner coffee shops, which are strategically located near major financial institutions. Gillian 
Reagan from Business Insider said: 
‘The Financial Times partnered with selected coffee shops located by major financial centres 
and near business schools including Columbia, Harward, the London School of Economics, 
London Business School and London’s Cass Business School.’ (Reagan, 2010) 
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Access to the Financial Times’ content will be free for users who check into the dedicated 
locations via Foursquare and receive ‘a code’ which will provide them with a limited free 
access to online content. The most interesting feature of this initiative is that the Financial 
Times is not attempting to entice the entire younger demographic. Based on the selected 
locations it is clear that they are targeting a very specific younger demographic, namely 
tomorrow’s leaders in the finance field with a view to building a life long relationship with 
them. This is an example of how new technology is enabling a more intimate form of 
marketing. 
However, some countries such as Japan can boast better numbers of young people reading 
news content. For instance in Japan, a survey by Shimbun Tsushin Chosakai, a newspaper 
research institution, found that 59 per cent of young people in their 20s and 47 per cent in 
their 30s read online news (Tabuchi, 2010). It is interesting to note the differences in the 
online news presentation in Japan as compared to the scope of most western online 
newspapers. In Japan, most online news articles are short versions of the hard copy paper 
articles - without photographs or much illustration - and readers wanting full coverage of the 
story are forced to buy the hard copy newspaper to get full content. Shorter articles 
presenting news ‘in a nutshell’ may be more attractive to younger audiences who are busy, 
attention poor and multi-tasking. Thus the Japanese model may be more attractive to 
younger audiences who are not interested in detailed and extensive coverage of the news 
but are only ‘scanning’ news content to ‘get an idea’ of the day’s news.  
Another important fact worth exploring is that the populations in many developed countries 
are ‘growing older’. In America the proportion of newspapers’ regular readers who were 55 
years of age or more increased from 37 per cent in 2002 to 46 per cent in 2010. Figure 13 
below shows the increased age of newspaper readers. 
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Thus the fact that older people are the ones who read more news may not be such a bad 
thing for news organisations as this means they can reach an increasingly larger proportion 
of the population. While the picture for online news readership does not look very good, only 
14 per cent of 64+ years olds read news online, the trend is looking much better, in 2006 this 
number was only 2 per cent (Economist, 2011). 
Newspapers are facing another conundrum, at least in the US – although the situation is 
probably similar in a number of other countries. This is the decreasing literacy rates in the 
population, a factor that directly contributes to the shrinking market of news content 
consumers. In the literacy study carried out by the US Department of Education’s National 
Assessment of Adult Literacy (NAAL) in 2003, only 29 million out of the 225 million (around 
13 per cent) of the US adult population were rated as ‘proficient readers’ while an astounding 
 
Figure 13 – Readers’ age from 2002 to 2010 in percentages (US population) (Economist, 
2011) 
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96 million as ‘below basic’ or ‘basic’ level. The decrease in literacy levels has also been seen 
in the US high schools; research done by the National Endowment of the Arts showed that 
from 1992 to 2005 the number of the students considered as ‘proficient readers’ dropped 
from 40 per cent to 35 per cent (Page, 2009). If the literacy levels are decreasing in the 
population, it is most certainly a concern for news providers, language skills are an essential 
ingredient in an ability to evaluate evidence, understand complex ideas and integrate 
information - in short, an aptitude for critical thinking. Critical thinking is one of the key 
attributes required for consumption and interest in the news content. To this extent 
newspaper corporations may need to start getting involved in school literacy programs to 
help bring up younger generation with the literacy skills required for critical analysis and an 
interest in news and most importantly an ability to consume it. 
Finally, it is arguable that younger people usually hold stronger opinions and express them 
more passionately than more mature audiences and thus may be more interested in the 
news that provides ‘an opinion’. The longstanding western tradition of all news being 
‘impartial’ has been questioned by some; for instance Chris Cramer, President of CNN 
International from 1996-2006 believes that news articles expressing opinions are only bad if 
they are not clearly labelled as such (Lee-Wright, 2008). It is also the case that the things 
can be said and written by a journalist to some extent limit a full and colourful discourse. The 
advantage of reporting/expressing opinions is that younger audiences, who are highly 
passionate and like expressing their opinions, would be more motivated and engaged when 
the view expressed is aligned to their point of view and equally as eager to be vocal if the 
view is contrary to their own. An option to be vocal can easily be provided by allowing 
comments and forums to be held on the website. Thus news with ‘an angle’ and an added 
ability to comment would allow young people to express their opinions, participate in the 
dialog engaging younger audiences. The fact that younger people can be avid content 
generators can be illustrated by Wikipedia, the most popular an online reference site written 
 69 
by volunteers around the world. The average age of the contributors to this site is 26.8 years 
(Glott et al., 2009).  
Content generation and opinion news are two factors that may have an impact on 
consumers interest in online news content and of interest to this research. They are 
discussed briefly in the following sections. 
2.5.2 Online content generation 
The internet offers a unique opportunity to access volumes of information from various 
sources nearly instantaneously, thus also providing new opportunities not only for accessing 
but also for reporting news. Content generation online by citizens has been enabled by free 
or very cheap software allowing users to create and edit pages without the need for technical 
expertise. They only need to log on to their account and use a form to add text, images and 
other objects (Matheson, 2004). This unique opportunity enables many voices and points of 
view to be heard, discussed and integrated allowing for more colourful, sometimes one-sided 
and politically motivated news reporting. Citizens’ voices have a strong potential to transform 
what has been conventional in journalistic practices. For example, some journalists express 
their thoughts and experiences outside newspaper page constraints, enabling them to say 
what they would not be able to say in the newsroom. Meanwhile non-journalists create 
popular news content which can be viewed as challenging corporate journalism or as a 
democratic expression of views (Matheson, 2004). The internet has opened the door for 
participatory journalism, where a bottom-up approach of information distribution is 
overcoming the traditional top-down journalistic model. 
It has been shown that users who generate content tend to be more loyal to the newspaper 
to which they contribute. For instance, Dailymail.co.uk estimated that 40% to 50% of its 
traffic consists of public content contributors. The negative side of this is that while this may 
be a good way to maintain reader loyalty it also contributes to the fact that such viewers 
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spend exceedingly long hours viewing pages and have little time and inclination for 
commercial opportunities provided, such as viewing advertisements (Thurman, 2008). 
Current business models based on crowdsourcing provide goods and services to 
communities built around user content generation (Flew et al., 2009) or pay users for 
distributing content amongst peers, e.g., share profits with them. Distributed revenue models 
have been implemented by companies such as www.potatosystem.com and 
www.weedshare.com where the business model is based on the idea of revenue splitting 
between professional suppliers and peer-to-peer online communities. Essentially, the users 
promote content to one another, thereby also becoming distributors and advertisers while 
the producers of the content attempt to pay them for this. However, a workable business 
model for crowdsourcing is yet to be identified. Potentially, user generated news may just be 
the right content to fill the niche between the mainstream news reporting and user 
expectations of variety, intimacy, local relevancy and the like. User journalism may be 
centred around an event. For instance, during my professional networking I have discovered 
an initiative at Swinburne University of Technology is exploring a citizen news generation 
model whereby the corporation/group/individual pays community members to cover specific 
issues of interest. This approach has advantages over incidental or unstructured user 
generated news in that it provides specific guidelines and direction to citizen journalists. This 
translates into more organised and widespread news coverage. 
But users do not generally get paid for their contributions, and most importantly do not 
expect nor are interested in payment for online content generation. For example, 'making 
money' was the least important reason for users keeping a 'web log' (or blog) of their 
thoughts on some particular topics. Expressing oneself and sharing experiences with others 
were the strongest motivators for maintaining a blog. (Flew, 2008). There is a psychological 
reward from blogging or having one’s opinion published online. It is the desire to participate, 
to be heard, to be seen, which perhaps is one of the key parts of the recipe of a successful 
online media business model. The Orbyt’s - Spanish Newspaper’s El Mundo online version - 
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and its overwhelming success - could be partly explained by their strong online community. 
Wikipedia is a good example illustrating the fact that many people like contributing to online 
content without expectation of monetary incentives. In 2009 it had around 44,000 
contributors, 12,000 of these being ‘regular contributors’ (Glott et al., 2009). While concerns 
and low uptake are widespread, in particular amongst more traditional news broadcaster 
companies, online, self published current affairs journalism and news publications are 
multiplying, building on reader contributions and starting to offer alternatives to established 
news providers. Good examples of such publications are Tiklar 
(http://tiklar.com/news/world/united-states), Global Reporter ( http://www.globalreport.com), 
Global Voices Online http://wglobalvoicesonline.org and Wikinews 
(http://en.wikinews.org/wiki/Main_Page).  
User generated content is expected to increase revenue, but it is not ‘free’ from an 
organisational perspective. While the contributors may not be paid, the exercise is resource 
intensive due to the required editorial intervention (Thurman, 2008). As the bottom line 
determines the future of user generated content, the currently low uptake of it is due to 
current levels of moderation that make such contributions expensive to integrate. Another 
factor working against user generated content is the fear of legal action from libellous 
comments posted on un-moderated user forums (Thurman, 2008). The LATimes.com found 
itself publishing pornographic content during the period they allowed readers to co-write 
editorials using a wiki. Two days after its launch, the LA Times ended such wikitorials due to 
sustained vandal attacks posting pornographic images (SourceWatch, 2006). 
Nonetheless, many news providers use content, such as photos sent in by the users, even 
when they have their own substantially superior images, to be seen as ‘interactive’ and 
involved with their audiences. Major players are also incorporating sections for user 
contribution, including professional news media such as Guardian.co.uk which hosts a 
‘news’ message board to which readers contribute and The Age which encourages readers 
to email or SMS news and pictures. See Figure 14 below. 
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There are a number of real advantages of user generated news, one of which is being ‘at the 
right time in the right place’. In many instances citizen news is more instantaneous, 
especially when people are already on the scene when something happens and report on 
the events until reporters arrive. For instance, an attempted twillingnessist attack on 
Glasgow airport in 2007 was ‘covered’ by citizens sending updates until reporter arrived a 
few hours later due to traffic jams and police cordons (Lee-Wright, 2008). Wikinews.com is a 
good example of so called ‘citizen journalism’ working on the basis of collaborative effort. 
To gauge the interest of companies in user generated content, Chung carried out a study 
with online news producers in the United States. He showed that while producers were 
interested in some form of user interactivity they were cautious about using such features 
and were confused regarding the implementation of interactivity, such as dealing with 
increased workload associated with the responsibility of reading and responding to user 
comments (Chung, 2007). Two way interaction between news providers and readers is not 
completely new and unique to the online environment. User feedback gauged from readers’ 
letters has existed as long as published newspapers themselves, however, interaction online 
is much easier and expedient. Thus it is not surprising that user generated content has 
attracted some considerable interest with views ranging from assertions that with user 
generated news professional journalism is becoming redundant to that of it spelling the end 
of intelligent and truthful information reporting (Flew and Daniel, 2009). Major concerns have 
 
Figure 14 – The Age encourages readers to email or MMS news and pictures 
 73 
also been raised concerning moderation requirements, potential legal liability, preparedness 
for moderation, over-loyal contributors (Chung, 2007), the legal environment for hosting 
forums, the management and professional preparedness of journalists and the information 
systems involved in processing and publishing user content (Thurman, 2008). However, the 
predominant concern with user generated news content is that this trend may mean the end 
of the quality and reliability of news reporting provided by professional journalists. While the 
media has been uneasy about crowd sourcing, and the quality and trustworthiness of the 
information obtained from the citizens, it appears that people seem to show a lack of trust for 
some journalists and devotedly spend time reading their favourite bloggers (Friedlein, 2009). 
It might, therefore, be in the newspapers’ interest to create online services in which they 
provide ‘spaces’ for subscribers to submit news, meet and discuss areas of interest. This 
proposition is definitely strengthened by the popularity of online news providers such as 
Orbyt which have incorporated such features for participation. 
2.5.3 Online community 
As discussed above, online community appears to be a actor in the success of El Mundo’s 
online paid website, Orbyt and UK’s Group Leisure Online. People are inherently social 
beings and an ability to socialize is usually desired by most. We like to eat and drink with 
others, we like to go out to movies and concerts with others, we like team sports, we form 
families and we judge our success by the social and professional networks we have. 
Involvement with others may be just as important in the online environment. This is seen in 
the success of many online networking sites from Facebook with 794 million users as of 
2012, Twitter, 140 million users as of 2012, You Tube, 490 million as of 2012 users, 
MySpace, 262 million users as of 2012 and Forsquares with 20 million users as of 2012 – 
just to mention the major ones. 
While we intuitively know that communities are important to people what motivates them to 
participate in online communities? Wang and Clay (2010) looked at the existing literature to 
identify factors that encourage users’ ongoing participation and content contribution to the 
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online communities. While technological factors are involved, the researchers concluded that 
key psychological needs of competence, autonomy and relatedness influence users’ 
motivation to contribute and participate in the community on an ongoing basis. Ma and 
Agarwal, (2007).identified IT-based features in online communities which encourage user 
participation as being virtual co-presence, persistent labeling, self-presentation and deep 
profiling. Kankanhalli et.al., (2005) looked at social exchange theory and the role of cost and 
benefit factors play in the user’s motivation to participate in the community suggesting that 
external (organizational reward, image and reciprocity) and internal (knowledge, self-efficacy 
and enjoyment in helping others) factors are strong motivators for the participation in the 
online community. 
One of the most relevant studies for this research was carried by Oestreicher-Singer and 
Zalmanson (2010) who investigated the interplay between users’ functional and social 
behavior on media sites and their willingness to pay for premium services. The site chosen 
for the study, www.Last.fm offers music consumption and social networking features and has 
both free and premium services. The researchers found that willingness to pay for premium 
services was strongly associated with the user’s activity in the online community, suggesting 
that: 
‘Our results represent new evidence of the importance of introducing community and social 
activities as drivers for consumers’ willingness to pay for online services’.(Oestreicher-Singer 
and Zalmanson, 2010, p. 11) 
The popularity of the online communities and the findings that people are more likely to pay 
for online content if an option for participation in one is offered, suggest that online 
communities may be an important variable contributing to users’ preparedness to pay for the 
online content. 
2.5.4 File sharing 
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The Internet is primarily used for exchanging information and online communities have also 
been a fertile area for file sharing. Some have claimed that illegal file sharing on the Internet 
has led to considerable financial losses for artists, music sellers, producers and copyright 
owners such as online news providers. One of the first providers to allow users to share 
music, Napster, was sued by numerous companies such as Sony of Japan, BMG of 
Germany and Time Warner of the United States on the basis of claimed losses (Foremski 
and Heavens, 2000). The legal disputes which Napster lost led to its demise (Rigby, 2001). 
However, opposing views argue that people have a right some free information under the 
‘fair use’ principle (Lessig, 1999). 
Legislative measures to stop content sharing online have been introduced world wide. 
However, they have been only partially successful and online fine sharing continues to 
flourish. Some companies, notably Apple’s iTunes and Musicload, have enjoyed substantial 
success by selling music online to willingly paying customers (Quiring et al., 2008). iTunes, 
for instance, offers more to their users than just an ability to obtain music; it provides social 
interaction software tools allowing multiple device connectivity, automatic creation of play 
lists and virtual communities by allowing customers to rate and review the play lists of other 
iTunes customers. iTunes also provides extensive support for its goods and services with 
warranties and replacements and most importantly superior customer experience and 
support. Provision of such services requires keeping call centres, support division and 
customer service professionals which comes with a hefty price tag. Once again, trust in the 
organisation, its products and support would play a substantial role in the motivation to 
choose to buy products, that may cost more, from a reputable and well known brand. 
2.5.5 Technological interventions 
The fact that file sharing thrives on the Internet is partly due to low reproduction cost and 
unrestricted consumption. Numerous attempts by large media conglomerates have been 
made to curb such practices, via lawsuit, with only partial success. Over and above legal 
claims, attempts have been made restrict content sharing via technology. Gillespie called 
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this shift from the ‘code of law to the code of software’ (Gillespie, 2006). An example of such 
technological censoring is the Content Scramble System (CSS) encryption for DVDs. The 
Digital Rights Management (DRM) strategy, in effect, attempts to regulate all users 
automatically including what the user can and cannot do and how and when the user pays. 
This approach pushes users to the side, assuming that they will be happy to simply be 
passive consumers of content. It pays little regard to how consumers may wish to use 
content, even if they have legitimately paid for it. For example, some DRM systems attempt 
to restrict what hardware a music file can be played on. There are numerous questions, 
including legal, political and public good issues, regarding DRM - is it in the public’s interest, 
does it raise fair use and privacy concerns? 
The most important implication of DRM is that it produces technology robust to tampering or 
manipulation by the end user, who is in most instances the owner of that technology. This 
situation is at odds with the open-source design philosophy and cultural presumptions about 
technology. While traditionally technology has been designed, or at least attempted to be 
designed, to enable end users to perform their anticipated tasks, the DRM is attempting the 
exact opposite - in other words preventing the user from achieving some of their anticipated 
uses (Gillespie, 2006).  
2.6 User willingness to pay 
There are around 29.8 million frequent users of file sharing services in the top five largest 
European markets alone (Kennedy, 2010). The idea that users prefer to pay a nominal 
amount for content instead of blatantly pirating it has been confirmed by (Quiring et al., 
2008). In this study they tested 100 undergraduate students and their behavioural patterns 
associated with the degree of care they exercise when choosing the files for download and 
the sources of download, that is, commercial providers versus other users. Users who didn’t 
need to pay for the content downloaded files haphazardly, with little care to what was 
downloaded and in larger quantities. On the other hand users who had to pay spent more 
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time exploring what they wanted to download and downloaded fewer songs. Basically, when 
they have to pay money, users pay more attention to quality rather than quantity as they 
select files to download. Further, all participants showed a strong preference for using a 
legal provider over piracy, thus giving credence to the view that given the right environment 
and acceptable pricing models, users would prefer to buy content as opposed to ‘stealing’ it. 
Another study looking at user preparedness to pay was that of Sandulli and Martin-Barbero 
(2007) who surveyed a sample of 20,570 Spanish peer-to-peer users. The researchers were 
interested to see whether users were willing to pay for music online and, if so, how much. 
Sixty nine per cent of their sample believed that digital music had a value greater than zero 
and that they would pay for it. Most interestingly the study identified a 0.68 Euro cent figure 
per song - about one Australian dollar - as the price that the users preferred to pay as 
opposed to obtaining music illegally but for free. 
There were two other interesting outcomes of the Sandulli and Martin-Barbero study. First, 
those of greater age and higher income levels are less willing to pay for music downloads. 
Second, the less willing someone is to pay for downloads, the higher the quantity of files 
they are likely to download. This suggests that different pricing models may need to be 
developed for different socioeconomic groups, and that different pricing models such as pay-
per-song and ‘all-you-can-eat’ will appeal to users with different consumption patterns. 
The difference between purchasing the songs from online music stores versus peer-to-peer 
networks is primarily the variety, price, reliability and reproduction quality. The reproduction 
quality is determined by a bit rate and the compression algorithm. Most commercial 
providers can guarantee that their product will provide a superior audio quality than that 
which the user will be able to obtain via peer-to-peer networks. Getting files from a legal and 
legitimate source also makes users more confident that the files that are delivered to their 
computers will be virus free. 
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Piggy backing on the idea that users would prefer to obtain content legally, Spotify offers its 
registered users free access to more than 6.5 million songs and asks them to only pay for 
premium services. This enables subscribers to listen to music on their mobiles and does not 
serve up advertising (which supports their free model). Spotify’s primary objective is to 
migrate illegal file-sharers to its services and attempts to shift users back to legal models of 
music consumption (Kennedy, 2010). 
When it comes to different pricing for news content, it appears that consumers show a lot of 
flexibility. Take for example The Financial Times, when it raised the price for hard copy 
newspapers they lost very few subscribers (Chisholm, 2009). As The Financial Times 
provides specific and niche information to target audiences this comes back to consumer 
preparedness to pay for specific information of interest more readily than for ‘general’. The 
April 2010 announcement of Japan’s largest business newspaper Nikkei that it would put 
most of its content behind a paywall has been substantially criticized in the blogosphere in 
Japan (Tabuchi, 2010). However, the real test will come when actual users determine the 
success of the decision and subscription levels will be known. Another factor associated with 
such newspapers as The Financial Times and Business Review is that they are usually paid 
for by the reader’s employer because the employer wants their employees to be 
knowledgeable in their employment areas; once again, specialist news may be the best 
contender for a successful business model online. 
What users are prepared to pay for and on what medium is yet to be seen. As discussed, 
early adopters of this device have been paying premium prices for iPad magazine 
applications such as Popular Science who charge AU$5 for iPad issues while only AU$1 for 
its hard copy alternative. Similarly with The Times iPad application which has been uptaken 
with much greater success at the price of AU$5, than anticipated by the company itself 
(Keane, 2010). However, how much of the population will uptake iPad and be prepared to 
pay a premium for the experience it provides is yet unknown. 
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2.6.1 Australian audience 
While there has been some research undertaken into consumer attitudes towards online 
media globally, Australian research has been meagre. Pricing and access are two key 
factors precluding consumers from access news online globally, which may be more 
pronounced for Australians compared to US and many other European markets. Consumers 
may be interested in reading news online but they may not always be able to do so due to 
limited broadband speed in Australia or they may be unwilling due to uncertainty about the 
pricing models of ISP providers in Australia. In Australia, unlike many other countries where 
‘all you can eat’ pricing is standard, fixed caps are the prevalent model and the user needs 
to pay for each ‘bit’ once the cap is reached (Flew and Daniel, 2009) or has to endure a 
‘throttled’ (low speed) connection. It is difficult, if not impossible for users to know how much 
of their usage they have used and have remaining and how much of that limit is being 
expended on the consumption of new media, which arguably contributes to a reluctance to 
make full use of this media.  
Nonetheless, it appears that Australia is currently undergoing a substantial shift in digital 
consumption, with increasing user demand for online content, goods and services due to 
increased mobile technology usage and changes in cultural attitudes (Flew et al., 2009). 
Furthermore, Australians, not unlike other users worldwide, have shown strong interest in 
participatory content generation and Australian institutions such as the Special Broadcasting 
Services (SBS) and to some extent The Age can tap into their regional and ethnic 
communities for news generation and interpretation (Flew and Daniel, 2009). However, it is 
worth noting that Australia is a small market and simply does not have the population base 
that a publisher in Europe or North America would enjoy. 
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2.7 Summary 
In this chapter we have seen that news media organisations are facing financial issues. A 
number of factors are contributing to this situation but the key ones are: 
• Readership of news are moving to online 
• Competition online is much more fierce 
• Advertising revenue is in decline 
Current research is interested in understanding what encourages users to read and pay for 
online news content. Literature research showed that current research and theoretical 
models do not suffice to enable answering the research questions due to the fact that: 
• Research into online adoption is still in its early stages 
• Theoretical framework for understanding online news consumption is not 
available 
• Overall model to identify the main reasons for news consumption online is 
yet to be identified 
To this end literature research concentrated on academic and practitioner sources that 
looked into user behaviour in an online environment. The areas investigated during this 
research include: 
• Professional journalism, and how user generated content may add or detract 
from it. 
• New aggregators who cherry pick content from news generators without the 
need to pay for sourcing it. 
• Specialist news providing readers with special interest information that they 
are keen to obtain paving a way for a potential fertile area of paid news 
content 
• Online advertising revenue and the increased competition in this space 
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• Web analytics and the issues with reporting on consumption data to increase 
potential for advertising spend 
• Convergence, the ability to provide/obtain the same content from various 
digital mediums – the phenomenon that is becoming popular amongst news 
organisations 
• Bundling of news content with other content such as video, a practice that 
seem to be taking off with the belief that it provides additional value and 
interest to the news readers. 
• Paying for online news as the practice starts to gain momentum and what it 
may mean for readers and providers alike. 
• Web 3.0 and an ability to access news content from any digital device 
anywhere with internet access, including contextual advertising and 
semantic web 
• Consumer age and what differences in readership patterns may exists 
between different groups age group of news consumers. 
• The ease with which online content can be generated and how this affects 
the reliability, timeliness, quality and accessibility to news content. 
• The prevalence and apparent success of many online communities and what 
opportunities they may offer to news organisations 
• Online file sharing and whether this practice posses threat to news 
generators 
• The success of user pay models and user willingness to pay for online 
content 
• Australian technological environment and specific interests of Australian 
audience. 
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CHAPTER 3  
The Age Case Study 
In order to better understand expectations and developments within the newspaper industry 
The Age was chosen as an instrumental case study. An instrumental case study aims at 
explaining a phenomenon of interest by looking at an example or an instance of that 
phenomenon. In other words, it is used not because the chosen case study is of special or 
specific interest to the research, but it is used to understand something else (Stakes, 1995). 
The primary interest of this research is users’ attitudes and expectations associated with 
online news consumption. The secondary interest is understanding how news corporations 
currently conduct and expect to conduct their businesses in the near future. To this extent 
The Age, as an instrumental case study will provide us with an insights of the business of the 
large news corporation it’s challenges, opportunities and future plans. 
The Age is one of the most accessed online news providers in Australia. Figure 15 below 
shows the number of unique visitors to The Age, Herald Sun and The Australian online 
during 2009. On average The Age receives around 200,000 unique visitors daily while The 
Herald Sun and The Australian receive fewer than 150,000. 
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At various times in its 150-year history, The Age newspaper has had times of extraordinary 
success both as a business, and as a community institution. Now, however, it faces a 
challenge that will not just determine its nature and quality but its existence. Of course, the 
same is true of most newspaper-based businesses adjusting to the new threats and 
opportunities presented by the internet. Here we look at The Age as a case study of how a 
media organisation may face the digital revolution. 
3.1 Background 
The Age was launched in Melbourne, Australia, in 1854 by Francis Cooke and Co., and 
quickly found itself in financial strife (John Newton and Tidey, 1997). It was purchased just 
two years later by Ebenezer Syme who ran the paper with his brother David (Gavin and 
Souter, 1981). Ebenezer died in 1860, at which time David Syme became the sole proprietor 
and editor of the paper. He continued in that role for 48 years. It was a period of great 
success, and the David Syme era is widely acknowledged as one of the greatest and 
defining period in the history of The Age newspaper(Gavin and Souter, 1981, John Newton 
and Tidey, 1997). 
 
Figure 15 – Daily unique visitors (Australian population only) (Google Trends, 2010) 
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After David’s death, The Age slipped into a century that is seldom mentioned in current 
accounts of the paper’s history. The next period of remarkable success was when the paper 
was run by Ranald McDonald—the great grandson of David Syme—from 1964 to 1983. 
During his time, The Age once again achieved great success and, it has been suggested, 
led the way in the launch of investigative journalism (Nolan, 2008). Indeed, it could be 
argued that The Age has played an important role in defining the investigative element that 
is considered an important part of what journalism is today. It was regarded as the best 
newspaper in Australia and often considered one of the best newspapers in the world (Gavin 
and Souter, 1981, 2004).  
Ranald McDonald also bolstered the marketing of the newspaper and built its classified 
advertising business. Anyone who spent much time in Melbourne in the 70s or early 80s will 
remember Icpota (Hooks, 1996) – The Age’s advertising sprite, made of newspaper and 
spruiking the message that if it’s in The Age, it sells. (The Icpota advertising campaign was 
created in 1967 by John Clemenger Pty. Ltd., with whom Ranald Macdonald formed a good, 
and long-lasting working relationship.) The Age was the medium in which automotive, real 
estate and employment advertising simply had to be. Classified advertising would become to 
be known as the ‘rivers of gold’ for The Age. 
The McDonald time was the last in which The Age could be considered to be a family-run 
newspaper. Due to issues surrounding the way that interests in the company would be 
handed-down within the family The Age came to be owned by another family company – 
John Fairfax Holdings, owners of The Sydney Morning Herald. 
John Fairfax Holdings itself fell out of family hands when it went into receivership in 1990, 
and has since become Fairfax Media, a publicly listed company on the Australian stock 
exchange (The Sydney Morning Herlad, 1990). 
The early 1990s is probably the last time that The Age would be considered to be a great 
newspaper. In 1991 Professor of journalism John C. Merrill presented a list of the top 20 
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daily newspapers in the world (Simons, 2011b). The Age was on the list. But, as the internet 
emerged during the 90s, The Age – like so many other newspapers – would be challenged 
by new online competitors that did not require the infrastructure of printing and distribution. 
3.2 Rivers of gold run dry 
The classified advertising that was once a great strength of The Age became its key 
weakness. The huge reliance on classified revenue left The Age and its parent company 
Fairfax highly vulnerable to the internet. The rivers of gold began to dry up as consumers 
used new online services to buy and sell, connect and communicate. The newspaper 
industry’s monopoly on distribution of information (whether it is news and advertising) was 
gone. As websites such as carsales.com.au, seek.com.au and realestate.com.au became 
the go-to places for their respective markets, classified advertising in The Age plummeted 
and the income that it once attracted gradually dwindled. 
From the readers’ point of view, the paper became anaemic. Firstly as the huge classified 
sections of the Saturday edition started to vanish, the paper lost physical weight. What was 
once a sturdy behemoth was becoming thin and thinner and pages were shed. But that was 
not the most important change. For the paper had not just lost weight, it had lost gravitas. Its 
influence and authority, starved of funds, withered. Subediting and proofreading became 
sloppy, and was ultimately outsourced. It became harder and harder for readers to respect 
and trust the paper. More and more of its content was looking more and more like re-hashed 
press releases. 
By 2003, it has been suggested, The Age had become irrelevant. Interviewed for an article in 
The Bulletin (Lyons, 2003), Steve Harris – who had previously been in executive positions 
for both Fairfax and News Limited – summed up the much-eroded stature of The Age. “The 
Herald Sun ‘owns’ Melbourne," he is quoted as saying. “The Herald Sun in recent years has 
had more impact on government policy while in years past The Age would have been at the 
forefront.” (The Herald-Sun is Melbourne’s tabloid newspaper, published by News Limited.) 
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The situation hasn’t improved much since then. In an article in The Monthly magazine in 
2011 it was suggested that “Journalism at Fairfax is struggling to matter as much as it once 
did” – that it has lost “influence and clout” (Simons, 2011b). The author cites that, while once 
investigative journalism at The Age would have “rocked the nation” it is presently possible for 
governments and other news organisations to simply ignore it. The suggestion here is not 
that the underlying quality of the newspaper has dropped, but rather that no one pays much 
attention to it. 
3.3 Moving online 
So, if classified advertising was moving online, and readers were going online, when and 
how did The Age go online? The paper first had a presence on the internet as early as 
February 1995 The Age (1995), although it wasn’t until September in that year that the 
newspaper had begun using its own domain name—theage.com.au—for its web content. 
(The domain theage.com.au had previously been used for email, but The Age website was 
run on Vicnet, an online service run by the State Library of Victoria.) 
In the early days some, but not all, of the newspaper content was reflected online. But, by 
the end of the first decade online, theage.com.au had developed into one of Australia’s 
leading websites. 
In 2010 and 2011, many of the world’s leading newspapers were asking consumers to pay 
for accessing digital content. The Times of London was the first – putting all its content 
behind a paywall in July 2010. The New York Times followed in early 2011, making a limited 
number of articles available without charge, after which a subscription is required. In 
November 2011, The Australian (News Limited’s national broadsheet) moved to a 
subscription model, offering digital only subscriptions for around $13 a month. 
Throughout 2011, the Fairfax Media approach to charging for digital content was not clear. 
There were reports that the company would charge for some, but not all content. In June 
2011, CEO Greg Hywood announced that the company would charge only for “very special” 
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content (Jackson, 2011), although it was not clear what that content would be. This model – 
a combination of free and paid premium content – is sometimes referred to as the freemium 
model. In November, however, Hywood said ‘don’t rule out not having paywalls’ (Kohler, 
2011, Hywood, 2011), suggesting a change of direction toward a free strategy. At the time of 
writing, there was still no clarity about which direction The Age would take. But there were 
inclinations and suggestions – to which we will return our attention later. 
In May 2011, an ‘app’ was released for Apple’s iPad tablet device. The app was offered free 
but sponsored by Telstra (Australia’s largest telco). It was made clear that this was a limited 
(six months) offer and the app would require a subscription of around AU$9 per month once 
the offer expired. 
The app carried advertising for Telstra, and other companies. At the time, the iPad app was 
announced, it was also stated that a version would be available for devices running the 
Android operating system but this has not eventuated. 
The iPad app was initially regarded as a success. The Fairfax annual results published later 
in 2011 and covering the 2010-2011 financial year claimed that the app had been 
downloaded 215,000 times (Simons, 2011b). But no claims were made about how many 
people were actually using the app on a regular basis. 
Regardless, the app was also gaining critical success winning various awards for creativity 
and innovation (Fairfax Media, 2011). The app was generally regarded as slick, well 
produced and offering a solid range of features, such as the ability to ‘save’ articles of 
interest that could be read at a later time. However, it did lack features such as a search 
facility that would have made it a more complete offering. It is worth noting here that The 
Age website has never had a search feature that actually works very well. 
While the attention was on the iPad app, there was still no news regarding plans for charging 
for website content, whether the $9 per-month price of the iPad app would also cover 
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website use, or what electronic content would be available to subscribers of the printed 
paper. 
To further confuse the situation, some (but not all) of the content that was available on iPad 
app was available free online. Given that the app was intended to be paid-for, the issue of 
what might entice users to pay for an app that presents content that they can get free via a 
web browser on the same device was not addressed. The Age strategy was, and still is, 
inconsistent and unresolved. 
Indeed, the relative merits of using the iPad app to view The Age content, and using The 
Age website on the iPad to view the same content, have not really been addressed. The app 
shows some videos and pictures that the website does not, but the website is laid out in a 
way that is more amenable to non-aim-directed browsing and scanning for items of interest. 
Exploration of the different usage patterns of the application versus the website would be 
revealing. Fairfax, however, does not make this data available. 
Further, in all forms of electronic media, Fairfax faces competition from non-newspaper 
organisations that deliver news online. These include broadcasters such as the ABC and 
SBS, and television stations that have teamed-up with online service providers such as 
Yahoo!-7 and Ninemsn. All offer news, videos and some mix of entertainment and lifestyle 
coverage. Some, but not all, include advertising. None requires payment. If The Age intends 
to offer online content that both includes advertising and requires payment, it will have to 
provide something that these other organisations do not. 
One strength of The Age website is ‘breaking news’, and the ability to update stories as 
developments occur. This strength has been maintained on the iPad. However, it is 
hampered in all mediums by poor quality of writing. There are clearly instances where the 
rush to get news online quickly comes at the cost of quality. For example, on 25 July 2011, a 
story was published online that stated it was published on ‘July 22, 2011’ and that included 
the sentence ‘The 12 jurors have been deliberating since late Thursday when they retired 
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after a XXX-day [sic] trial before Judge Meryl Sexton’. Clearly this was published without 
proofreading, and the long-term effect of such willingnesss on the credibility and perceived 
quality of The Age remains to be seen. The story was, within a few minutes, updated with a 
more thorough but still incorrectly-dated copy. 
 
3.4 Meanwhile, elsewhere… 
An interesting parallel with The Age can be drawn from The Times and The Sunday Times of 
London. These newspapers are similar to The Age in that they are non-tabloid and 
perceived to represent the quality end of the newspaper spectrum in their respective 
markets. 
As was previously mentioned, The Times had put all their content behind a paywall in July 
2010. A digital subscription service was offered which would allow access to content via any 
electronic device. The introduction of the paywall, according to independent research, 
resulted in a drop of about a third in visitor numbers (Arnott, 2010) – less than was expected. 
On 1 July 2011, The Times announced that subscribers to their digital service had reached 
101,036, with 35,000 downloads onto iPads daily (Ahmed, 2011). For 2STG (about AU$3) 
per week, users can access the newspapers content online and on the iPad. Total 
subscribers to the newspaper were 250,000 – half of the paper’s circulation. In mid July, a 
smartphone app was released, available for both iPhone and smartphones running the 
Android operating system. The app was initially free of charge and free to use, but it was 
announced in September 2011 that it would soon be restricted to paid-up subscribers, 
bringing it in line with the iPad app. 
The end result for The Times is that all content is paid-for regardless of which device is used 
to access it and that paid-up subscriptions have exceeded expectations. Whether the 
subscriptions are sufficient to fund the content is not yet clear. 
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Another interesting comparison is with the New York Times a paper that has a strong 
background and has earned longstanding respect. New York Times started a subscription 
programme in early 2011. It is based on the concept of offering a limited number of items at 
no charge, and then charging for access thereafter. It is not really a ‘freemium’ model as 
there is no attempt by the publisher to specify what is free and what is premium and paid for. 
User can choose what they want to see – but after a limited amount of ‘articles’ have been 
seen (20 per calendar month at the time of writing) no more articles could be seen unless a 
subscription was taken out. Interestingly, different subscription rates apply to different 
devices, with US$15, $20 and $35 per month being charged for smartphone, tablet and all-
device access. One strength of the New York Times model is that it does not restrict access 
to those who may see a link on a social networking site or in an email from a friend. Users 
can still very easily share news and link to items in the New York Times. 
3.5 Finding a direction for The Age 
The Age has been in a wait-and-see pattern for some time. But discussions with 
management and various announcements suggest some key points that are likely to 
influence whatever new direction the publication will take. These points can be summarised 
as follows (in no particular order): 
1. Breaking and local news are seen as a strength. 
2. Electronic media readers tend to be younger than print readers, but the overall 
audience for The Age tend to be university-educated professionals. (‘White collar’ 
rather than ‘blue collar’, or A and B in the NRS Social Grades, 
http://www.nrs.co.uk/lifestyle.html.) 
3. Usage patterns change through the day and according to user states - on the move, 
at home, and at work. 
4. There are new revenue streams, such as video advertising, database sales, and lead 
generation for other online sites. 
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5. The Age is now competing with television and social media. 
Nic Cola was the Chief Operating Officer of Fairfax Digital when interviewed for this case 
study. He has since been appointed CEO of Fairfax Marketplaces, the division responsible 
for classified advertising and transaction-based digital businesses. He suggested the 
importance of points three and four from the list above. In particular, he painted a picture of 
how users engage with The Age through their working day. 
‘Online consumption peaks at 9am and again at lunchtime,’ he revealed. 
‘Mobile peaks at 6am – 7pm, again at 7pm, and is still highly accessed on the weekends.’ 
Mr. Cola also pointed out that: 
• The Age has an asset in its brand – it is regarded as trusted and not just able to 
report news but to put it in context and offer some analysis. 
• The inclusion of video content has potential to generate income (from the placement 
of video advertisements), and delivering content to consumers who are ‘on the go’ 
also presents opportunities. 
• Main revenue sources were seen to be advertisement sales, paid content, data 
resale, and directing traffic to other Fairfax sites. 
Darren Burden, then Director of News and Platforms and now General Manager of News for 
Digital Publications, reflected most of Mr. Cola’s points, with the exception of the emphasis 
on The Age brand and the importance of the quality of its journalism. He pointed out the 
importance of local and breaking news and suggested that people prefer to read short news 
items in the morning. They are more likely to read both lighter and longer articles (such as 
movie and book reviews or celebrity news) in the evening. This is a good example of the 
practical application of Fairfax’s model of user states – at home, at work, and on the go. 
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Mr. Burden also stressed the fact that The Age is not a business in isolation. It is a part of 
the Fairfax group, and as such does not have its success or failure measured independently. 
‘We don’t see The Age making money separately,’ he surmised. ‘We see all mastheads 
together.’ 
He also pointed out the importance of the newspaper sites, such as The Age, directing users 
to other Fairfax sites that may be profitable, such as those that offer classified advertising. 
Uniquely, Mr. Burden hinted at opportunities that may be presented by ‘database journalism’ 
and location-aware content delivered to mobile devices but was aware that this would 
require a lot of experimentation. 
Mike Van Niekirk started his time with Fairfax as Editor of the paper’s technology coverage, 
a few years later became Editor of The Age Online, and is now Editor In Chief (Online) of all 
Fairfax publications. Speaking in 2010, he was keen to emphasise the importance of 
breaking news. 
‘We aim to cover events as fast as we can and provide quality content on them. As soon as 
news is available it immediately appears online.’ 
Asked what The Age offers readers, he said that the publication ‘provides news first and 
most accurately,” and offers “the most relevant and important analysis’. 
‘We have very high quality reporters - not only are they first to cover news events but they 
are also the best at it,’ he concluded. 
While Burden and Van Niekirk both made mention of The Age’s ability to deliver news in a 
timely manner – both seeing it as a strength of the newspaper – it is worth considering that it 
is not unique in offering late-breaking news. Radio has always offered late-breaking news, 
and radio-based newsrooms, such as that of the ABC local radio stations, are now putting 
late breaking news online. News aggregation sites, such as Google News, can also pick-up 
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and re-present news from other newspaper websites as well as broadcast-based websites 
such as Sky News, the ABC, ninemsn and Yahoo!-7. 
Furthermore, while Van Niekirk suggested that The Age is ‘the best’ at offering late-breaking 
news, he offered no evidence for this and made no direct mention of the tension between 
rapidity and quality that may affect reporting. This is significant because he also pointed out 
that The Age online charges advertisers a premium for the ‘quality’ of its readership. 
‘As The Age has more a valuable audience (more educated and well-off) the company 
charges advertisers more per click. I can’t give you the exact figures but, say, while 
www.news.com.au might charge $10 per click, we charge $25.’ 
Obviously maintaining quality readers will be difficult without quality content and as we have 
seen in the introduction many commentators have suggested that the quality of The Age has 
dropped, especially online. 
Mr. Van Niekirk, speaking about The Age business model, did mention that ‘it works well and 
we are careful about costs. For instance, I would love to have more reporters but we are 
being careful about that.’ 
He also suggested that advertising from video may be a rich revenue source for The Age, 
and spoke of attracting some of the advertising spend that is presently going to television. 
‘When we sell advertising on video, this dips into money allocated for the TV advertising 
market which is a new income stream.’ 
This is significant because there is evidence that suggests that website visitors simply don’t 
care about video. They don’t place it as a high priority when considering whether they would 
be willing to pay for website content. 
Currently, The Age website presents video in a somewhat awkward way. A video box 
appears at the top of some stories. When the web page loads, the box shows a picture 
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suggestive of what is in the video. There is a black stripe across the image, in which appears 
text: ‘Your video will begin in 5 seconds’, and after the text there is a ‘don’t play’ button. It is 
assumed that the user does wish to view the video. There is a five-second period in which 
the user can click the ‘don’t play’ button to prevent the video from playing. When the video 
starts, an advertisement will often (but not always) appear, and then the video will start. The 
video will start even if the user has scrolled down the page and does not have the video 
visible. It is often the case that the video is not a video at all, but rather a static image of a 
microphone over which the audio of a radio interview or media statement is played. In other 
cases, the video is not what is suggested by the preceding image. Video is often sourced 
from other media outlets, such a television stations, which tend to offer it freely on their 
websites anyway. In short, videos are often of poor quality and poorly implemented. 
If video is to become a durable new income stream, the desirability, quality and 
implementation of it may need to be more carefully examined. 
Mr. Van Niekirk concluded by saying that the challenge for The Age over the next five years 
will be ‘finding new revenue streams [and] paying for content.’ 
Tellingly, he didn’t put much faith in the idea of putting the website behind a paywall but saw 
it as an option for other devices. 
‘I don’t believe that user paid content is viable on the websites but think it has great potential 
on other devices, such as smart phones and tablets. However, quality content remains at the 
heart of it,’ he concluded. 
In November 2011, independent analysis suggested that moving Fairfax content behind a 
paywall would lead to a 34 per cent drop in profitability per reader. The ABCs Finance 
reporter Alan Kohler summarised this independent analysis (Kohler, 2011) and, using the 
figures presented in it, recalculated the impact of not having a paywall. He suggested that an 
increase in usage of 50 per cent would be both achievable and profitable. 
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It may be the case that The Age attempts to become the all-day, every-day source of news, 
fully funded by advertising. 
3.6 Less is more 
One approach to offering news via tablet and smart phone applications is to be selective 
about what is offered, and to use this as an added benefit. In other words, by editing and 
selecting content, it has value that similar content offered on the unwieldy and limitless 
websites does not. There is an argument that reading news on a device is more magazine-
like than reading it on the web. At the end of the day, however, this argument is unproven 
and – given that it suggests that people will pay for something in an app that they can 
otherwise get for free – unlikely. 
3.7 New media 
As different strategies have been undertaken in relation to websites and smart phone and 
tablet devices, another new form of media has been emerging – that of internet-connected 
television. Large-screen televisions are becoming available that can connect to the internet 
and display a web page as well as full-screen video content. Further, many set-top boxes 
and other media devices already have interfaces for websites, YouTube and so on. At the 
time of writing there had been no public comment about if or how The Age would approach 
this. 
3.8 Wide media 
The Fairfax strategy is to create multiple digital products that engage consumers through 
different devices and at different times of the day. A model mapping out a user’s day was put 
forward in the 2011 Financial Results presentation (see Figure 16 below). The model is 
further enhanced by Fairfax’s investment in non-news related digital properties such as the 
RSVP dating site, and real estate and automotive classifieds websites. The strength of The 
Age brand is further bolstered with apps such as the Good Food Guide, Good Café Guide, 
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Cheap Eats and Everyday Eats. These are paid-for applications that package The Age 
intellectual property in location-aware devices, and make good use of local knowledge. 
Local knowledge and local content is also a strength of Fairfax’s regional newspapers. While 
not technically part of The Age, these smaller local newspapers are more profitable and 
generate content that could conceivably be used to enrich location-aware digital 
applications. 
In summary, Fairfax is taking a breadth approach to its digital offerings – trying to reach the 
same audience at different times and through different devices. There may be more work to 
do in terms of packaging content in appropriate ways for each of these devices (such as 
seen in our discussion on the iPad) and also delivering content that is both location-aware 
 
Figure 16 – Multiple digital products offered by Fairfax Media 
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and customised. There is also clearly work to be done with regard to how a subscription 
model will work across platforms. 
 
 
Issues with theage.com 
• The ratio of advertising to content in videos on the website is very high. Most news 
items are preceded by an advertisement. 
• The website reloads periodically. This may be distracting to users and may artificially 
increase website visit statistics. The website may reload many times, creating ‘hits’, 
even though the webpage is hidden behind other windows, or the user is no longer at 
their computer. 
• Frequent spelling, grammatical and proofreading willingnesss. 
• There are separate apps for domain.com.au and mycareer.com.au – leaving the 
‘newspaper’ app without a revenue base. 
• Television has also had its revenue stream undermined by the internet. The delivery 
channel has been replaced. 
• The app is still based on the paradigm of pages. This limits opportunities for 
arranging and displaying content, mixing content of various types, linking content, 
encouraging exploration and browsing and advertising. 
• The website, which is free while the app is not, is easier to scan and browse. One 
can easily scan and scroll the front page and see most of the current content without 
clicking a single thing. For non-goal-specific news ‘grazing’, it is much easier to use 
than the application. 
Reinvigorating the offerings of The Age may require a paradigm shift in the way content is 
presented. A move away from ‘pages’ toward some other conceptual objects in which 
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content may be presented. However, this takes time, research, trial and willingness and a 
long-term commitment. The sort of new thinking and long-term habit shift that may be 
required are seemingly incompatible with the short-term profit demands on a publicly listed 
company. 
Conceptualising content as ‘objects’, and developing an entirely new way to access, explore 
and view these objects, opens up new opportunities that may combine the best elements of 
websites and tablet applications. For example, the tendency of users to browse and skim 
content on a web page is not really compatible with the structured ‘pages’ offered in the iPad 
app. (It would be interesting to compare web page views from iPad devices with iPad app 
use to further explore this issue.) 
On the other hand, the chuck-it-all-on-the-front-page approach that has made 
theage.com.au web page unwieldy and scrambled is not ideal for the smaller screens of 
mobile or tablet style devices where navigating up and down a very deep web page is a little 
more difficult. 
The digitization of content offers possibilities to explore and link objects of content that make 
page-based paradigms irrelevant.  
Printing and distribution has traditionally accounted for up to three quarters of a newspaper’s 
costs. Digital editions eliminate printing costs and substantially reduce distribution costs. 
They also shift the bulk of what little costs remain to the consumer. This explains why some 
consumers feel that, having paid for their computer and paid for their internet access, they 
have already paid for the content they download.   
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CHAPTER 4  
Research Overview 
While over the past few years it has been widely discussed that news gathering and 
publishing are undergoing substantial changes, it has been less obvious what online 
business models will be profitable to the news organisations and how quality journalism will 
be provided to the readers of the future. A means of funding content must be developed that 
is acceptable to those who create content, those who distribute it and – most importantly – 
those who consume it. 
However, innovative user-pays models have been few and far between and only tentatively 
explored. While subscription-based websites have been struggling along for some time, 
recent announcements that CNN has developed an iPhone application that must be paid for 
so that users can access content indicate emergent models. Moreover, Rupert Murdoch has 
signalled an intention to put most of News Corporations content behind a pay-wall and, in 
January 2010, announced that The Australian will ‘charge for some content on digital 
platforms by the end of the year’ (Evans, 2010). More than a year on, on Monday, 6 June 
2011 News Digital Media finally announced that from October 2011 The Australian would 
start charging its online readers for premium content. The model they will be using is similar 
to The Wall Street Journal and will offer a mix of three and subscription-only content. This 
means that some content such as breaking news, basic stock market data and general blogs 
will still be accessible for free. However a more in-depth content such as business, media 
and IT will be available for subscribers only.  
This is going to be the first Australian newspaper to charge for online content, the success of 
which will provide an indication of the success or lack thereof of the online paywalls for news 
in Australia. Fairfax Media also has indicated that there are plans for putting their other 
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mastheads such as The Sydney Morning Herald and The Age behind the paywall in the 
future (Chessel, 2011). 
Users will be charged AU$2.95 for the access to all of The Australians’ digital channels – the 
website, mobile apps and mobile site. Subscribers to The Australian’s print version will pay 
AU$7.95 per week which will entitle them to weekly print newspapers and all the digital news 
channels. This is only a one dollar more than the current weekly print subscription of 
AU$6.95 per week (Addington, 2011). Incidentally, this may be that one dollar that the users 
said they were prepared to pay as shown in the results of this research. 
The move may be an outcome of the relative success of paid online news content 
implemented around the world in the last year; for instance, The Wall Street Journal and 
even The Times of London. While initially the readership of the latter has dropped after the 
introduction of the pay wall, it has since recovered suggesting that in the long term, people 
will get used to the idea of paid online news content.  
In March 2010, News International announced that as of June 2010, readers of The Times 
and The Sunday Times newspapers will be charged for accessing the content online with 
The Sun and The News of the World to follow. Readers of The Times and The Sunday 
Times newspapers are now charged AU$1.65 for daily access or AU$3.30 for weekly access 
to both sites (BBC, 2010). Interestingly, Murdoch in an interview with Marvin Kalb for The 
Kalb Report, said that he intends to limit access to his news via Google or Microsoft and that 
that would apply to all of his newspapers. “We’re going to stop people like Google and 
Microsoft and whoever from taking our stories for nothing” (The Age, 2010). No doubt, the 
success of this initiative will be closely monitored by the news publishing industry. 
The list does not end here. Nikkei, Japan’s largest business newspaper, boasting circulation 
of its content to 3.8 million readers (compared to 2.0 million for the Wall Street Journal), 
placed its content behind a pay wall during the first week of April 2010. Echoing Murdoch’s 
views, Nikkei limited access to its news content including its home page. In an effort to 
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preclude breaches of the pay wall Nikkei introduced a number of rules. Other sites wanting 
to link to Nikkei will now need to clearly state reasons for linking to it and, features such as 
right-click to copy link address has been disabled. A monthly subscription to the online news 
will be cheaper than a subscription for hard copy version (AU$46 and AU$50 respectively) 
(Tabuchi, 2010). 
Business publications such as The Economist, The Wall Street Journal and the Financial 
Times are also primarily subscription-based, and while The Economist charges only for 
some of its content, The Wall Street Journal and the Financial Times are based on a blanket 
subscription model. The price is not cheap; for instance, subscription to the Financial Time’s 
premium service is AU$333 per annum (Reagan, 2010). The New York Times also 
announced that it will charge for their content from January 2011 providing limited news free, 
so users get the response to their first click from Google, Facebook or Twitter free, with 
further (expanded) content going behind the pay-wall (Holmes, 2010). Since the introduction 
of the paywall, The New York Times’ online model has been highly successful even though 
the newspaper has grown to be a national newspaper relatively recently, in 1996 (Abernathy 
and Foster, 2010). El Mundo, Spain’s second largest daily newspaper charges users a daily 
fee which allows subscribers to read news, have their own blogs, communicate with the 
newsroom and even search the archives. Prizes and coupons for events and services are 
also offered to subscribers (Editor and Publisher, 2010b). 
In Australia, the first newspaper to charge for its content is likely to be The Australian which, 
according to Chris Mitchell, Editor-in-Chief, will work on a hybrid model, providing general 
news for free but requiring payment for complete access (Holmes, 2010). The business 
model is based on expectations of user willingness to pay for special interest news. For 
instance, people interested in specific genres, such as sports, finance or gardening are 
expected to be more willing to pay to get full coverage and details for such content. 
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While these developments can be examined and their outcomes monitored, there is a lack of 
understanding of the processes that underlie them. There are, understandably, many 
companies that are going through a process of trial and willingness, experimentation and 
improvement (Alves, 2001). Meanwhile, the physical format and capabilities of internet-
connected devices are constantly changing. But, beneath all this flux, must be comparative 
constants: the long-established brand values of news organizations and the behavioural 
motivators and inhibitors of their audience. 
To substantially increase the potential success of any news media business model it is 
important to take into account questions of how people use news media, what expectations 
and motivations they have, what their attitudes are toward paying for content and how (or if) 
levels of demand respond to the different pricing models. Most importantly, it is essential to 
identify key factors that will influence and encourage consumers to access paid-for content 
via new media channels. 
By researching and considering the customer perspective, this study looks at the demand 
side of the content delivery process and forges a better understanding of consumer 
behaviour with regard to accessing content via new media. 
An Australia wide user study was carried out in order to discover end users habits, behaviour 
and attitudes towards news content consumption and preparedness to pay for it in an online 
environment. It was important to gain user insights Australia wide as news readership online 
is not restricted to one geographical location, e.g., Melbourne, but rather spread out across 
Australia and overseas. While the area of paid online news content has seen considerable 
developments and debates in the last year, there is still a substantial gap in the academic 
research investigating end user behaviours in this area. 
Our study involved quantitative research of consumers using a large scale samples (over 
3,500 participants) of the Australian population and exported user expectation and 
motivations of consumers towards new media and, in particular, digital news channels. The 
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research was conducted nationally, and took into account market dynamics, business 
models, and people’s customs and attitudes. Limited qualitative data was also obtained by 
participants providing their views on what they perceive as important for online news. 
The research also involved qualitative data collection from key business stakeholders at The 
Age to ensure that business requirements are taken into account and built into the proposed 
business model. The engagement with the stakeholders from The Age was in the form of 
workshops and interviews which were carried out in Melbourne and Sydney. 
As it looks at an existing problem from a fresh perspective, and has the potential to 
methodically define processes and models that many businesses have been blindly 
scrambling for, we believe there will be great interest in this research and that it will offer 
substantial benefits to businesses and consumers.
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4.1 Methods 
The research involved extensive engagement and collaboration with representatives from 
both business and end consumers. The representatives of the business perspective 
consisted of the executives from Fairfax Digital while the consumer sample was drawn from 
the general population Australia wide.  
4.1.1 Ethical Considerations 
This study involved research with human participants - they were asked to provide their 
views about news content and divulge their news consumption habits. No sensitive 
information was collected, and demographic information was limited to the age and income 
bracket. All participants were over 18 years of age and those from vulnerable or high-risk 
groups were excluded. Ethical clearance for this research has been received on 14 July 
2010, Approval No 1000000574 from Queensland University of Technology’s Ethics 
Committee, the university through which the current study was conducted at the time. 
Occupational Health and Safety approval was also granted from Queensland University of 
Technology where the research was being undertaken at the time of data gathering.  
4.1.2 Participants 
The research described in this document was carried out in close collaboration with Smart 
Services CRC of which Fairfax is a member. Participants for this research were recruited 
using two database owned by Fairfax. The first database is the ‘digital database’ which 
consists of individuals who have signed up to be part of Fairfax’s panel and receive 
questionnaires from time to time. The second database is an online reader panel for the 
Sydney Morning Herald and The Age. Panellists on these databases are recruited via a wide 
range of methods including: 
• Email invitations to subscribers and advertisements on the subscriber website 
• Email invitations to Enterprise customers 
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• Invitations to respondents to The Age Readerscope tracking survey (random 
phone survey) 
• Online advertisements on www.theage.com.au and www.domain.com.au 
• Print advertisements in various sections of The Age. 
The digital database has 1,765,855 members from all Australia’s states and territories 
including Australian Capital Territory, New South Wales, Northern Territory, Queensland, 
South Australia, Tasmania, Victoria and Western Australia. 
Representation from each state is listed on the following page:
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 18-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65 and over Under 18 Total 
ACT 947 1912 1961 1833 1519 1536 1508 1271 930 922 239 23,776 
 Female 485 961 864 717 571 533 510 419 239 203 117 6714 
 Male 348 902 1055 1077 902 966 952 820 654 673 118 10,223 
 Blank 204 49 42 39 45 37 46 32 37 46 4 6,839 
NSW 22680 47958 47247 44384 36497 32498 28147 23010 17093 18605 7198 594986 
 Female 11709 24812 22354 19604 14547 12748 11005 8864 5897 5098 3702 178742 
 Male 8698 21316 23348 23356 20577 18515 16058 13274 10544 12701 3326 222626 
 Blank 2273 1830 1545 1424 1346 1235 1084 872 652 806 170 193618 
NT 11 20 15 20 17 25 15 9 12 8 3 377 
 Female 4 10 8 9 5 8 4 0 3 0 1 65 
 Male 6 10 6 10 12 15 11 9 8 7 1 117 
 Blank 1 0 1 1 0 2 0 0 1 1 195  
QLD 5306 7854 7435 7814 7219 6687 6030 4840 3668 3903 1069 123039 
 Female 2555 3946 3261 3180 2700 2467 2089 1499 917 739 571 30135 
 Male 1823 3323 3715 4167 4043 3802 3528 2967 2491 2891 467 41534 
 Blank 928 585 459 467 476 476 413 374 260 273 31 51370 
SA 1181 1962 2064 2055 1998 1936 1783 1473 1191 1097 302 35885 
 Female 595 953 865 770 695 641 580 437 308 196 142 7850 
 Male 472 909 1091 1175 1184 1190 1102 967 812 845 147 12380 
 Blank 114 100 108 110 119 105 101 69 71 56 13 15656 
TAS 529 679 593 655 666 677 699 647 434 441 141 11352 
 Female 285 328 258 245 242 234 224 209 113 76 63 2775 
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 18-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65 and over Under 18 Total 
 Male 199 310 296 375 379 399 431 395 291 330 74 4109 
 Blank 35 41 39 35 45 44 44 43 30 35 4 4468 
VIC 16848 33345 32525 28949 2036 22246 19553 15644 11377 12050 5326 377106 
 Female 8453 16804 14819 12095 9858 8630 7508 5677 3742 3052 2657 114423 
 Male 6451 15086 16486 15623 13903 12484 10986 9098 6987 8302 2356 146777 
 Blank 1944 1455 1220 1231 1275 1132 1059 869 648 696 313 115906 
WA 2693 4118 3998 4055 4034 3761 3298 2655 1887 1864 477 60201 
 Female 1333 2049 1907 1678 1475 1341 1173 837 517 410 204 15467 
 Male 845 1829 1913 2203 2397 2245 1958 1689 1270 1366 243 21929 
 Blank 515 240 178 174 162 175 167 129 100 88 30 22805 
GRAND TOTAL            1,765,855 
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4.1.3 Data gathering 
The largest component of this research was the collection of a large-scale user data. The 
study was designed to help identify how different behavioural drivers such as trust in the 
news provider, online communities, special offers and mobility encourages online news 
consumption and predicts willingness to pay for the online news content. Basic demographic 
information was also collected such as age, gender, socioeconomic status and income. This 
data was collected by asking the participants to complete the questionnaire and submit it 
online. Steps were taken to ensure that one participant could not submit the questionnaire 
more than once or submit it without answering all of the questions.  
The current research had a few areas which needed to be mitigated for during both, the 
research and analysis stages. Any research involving questionnaires may suffer from low 
response rate and non-response bias. While response representativeness in the survey is 
more important than the response rate, the response rate is still important and has an effect 
on representativeness. While representativeness of our sample were moderated by the 
strategic targeting of specific audience, the response rate is likely to be a factor which may 
limit the outcomes of this study.  
A few considerations were made when deciding on the best approach to data gathering. The 
response rate for surveys depends highly on the target groups, the topic and the survey 
structure and length. However, it seems that mail surveys elicit round 75 per cent response 
rate (Dillman et al., 2009). The response rate to the internet based surveys are arguably low. 
A meta-analysis of response rate in the internet based surveys carried out by showed that 
mean response rate is 39.6 per cent (Cook et al., 2000). Archer also points out that the 
response rate also varies depending on survey type, highest response rate was found for 
ballots with 62 per cent response rate to the lowest for needs assessment with 40 per cent 
response rate (Archer, 2008). The fact that Archer’s study in 2008 had 40 per cent as the 
lowest response rate while Cook et al., study of 2000 had 39.6 per cent as the mean 
response rate may suggest that online survey response rate is increasing as people are 
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becoming more familiar with this type of research. A somewhat more negative finding on the 
response rate was found by Shih and Fan in their meta-analysis of response rates for online 
and mail surveys. They suggest an average of 45 per cent response rate for mail surveys 
and 34 per cent for online surveys (Shih and Fan, 2008). As the proposed research was 
primarily aimed at gathering user needs it could be considered as needs assessment 
research with an expectation of around 40 per cent response rate. Based on the figures 
reported in the above studies, the mail questionnaire sent to 1,000 individuals could be 
expected to return between 450 to 750 responses while the online questionnaire exposed to 
2,000 viewers would return from 680 to 800 responses.  
Questionnaires are also susceptible to producing non-response bias which may result in 
under-representation of a certain type of survey respondents. The non-response bias was 
mitigated for during the analysis stage using extrapolation method. This method assumes 
that participants who have responded later are similar to the non-respondents allowing to 
observe whether the non-response bias is present (Armstrong and Overton, 1977).  
The decision to utilise a questionnaire was based on the size of the two databases which 
contained around 2,000,000 individuals and thus even a small proportion responding to the 
survey would, therefore, constitute a considerable sample size. The actual response rate 
was extremely small, I received around 3,500 responses which constitutes around 0.18 per 
cent people out of the total distribution of the questionnaire to 2 million individuals. It is also 
worthwhile reminding at this point that the responses were also encouraged by an ability to 
win a price worth over AU$500. Thus our experience suggests that the response rate for 
online questionnaires is extremely low and should only be considered when the distribution 
list is very large. 
In addition workshops and one-on-one interviews were held with key stakeholders from the 
Fairfax digital to ensure that business requirements and expectations are also clearly 
understood and taken into account, especially while creating the online business model. The 
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insights from this line of research were discussed in Section 3 - The Age Case Study. 
Information gathered was also used to triangulate responses from the end users and the 
Fairfax exposing similarities and contradictions which exists in the way users and the 
company look at online news content and its consumption. A continuous dialogue was held 
with the Fairfax during the data gathering and analysis stage of this research which helped 
the research to remain focused and relevant to current industry issues. Fairfax was 
instrumental in the preparation and distribution of the questionnaire online.  
4.1.4 Theoretical model and research instruments 
As literature on user willingness to pay for online news content is rather scarce, I looked at 
the factors that influence user behaviour in the online environment more generally. I 
explored consumer habits, trends and developments in digital environments, both on the 
web and mobile to see how behaviour online may be similar or different from that in real life. 
Online community has been a strong influencer driving people to access online content. I 
only need to look at social networking sites such as Facebook, LinkedIn or Twitter and their 
success. On Facebook’s blog, on 15 September 2010, Marc Zuckerberg, co-founder of 
Facebook, announced that it has reach 300 million people worldwide (Zuckerberg, 2009). In 
2010, LinkedIn stated that it has 70 million users in over 200 countries (LinkedIn, 2010) while 
Twitter recorded 100 million users in April 2010 (Reuters, 2010). Online communities have 
also been successfully used by a number of online news providers such as El Mundo’s Orbyt 
and Group Leisure Online. Online communities are closely linked to special interests. 
Readers who place strong significance on, and are passionate about, specific topics and 
areas of knowledge, are more prepared to pay for obtaining high quality content in the areas 
of their interest and discussing these topics with people who share those interests (Friedlein, 
2009, Flew and Daniel, 2009). 
Trust in the veracity, authenticity and coverage of the news is another important factor 
influencing consumer behaviour towards online news content. An ability to cover world-wide 
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events comes at a price. News organisations are required to have staff in all regions of the 
world to enable extensive coverage of international events (Holmes, 2010). This means that 
people may be looking for well-established and known news providers such as The New 
York Times, The Times, The Wall Street Journal and The Age to get news content they feel 
they can trust to be of high quality and accuracy. The concept of trust has strong association 
with the user-generated news content. Users like to generate online content and news 
content is not an exception, user generated news content abounds (Matheson, 2004). 
Furthermore, many news readers show preference for getting their news from news blogs 
generated by their favourite news bloggers (Friedlein, 2009). This may suggest that people 
trust individual news bloggers to provide them with more trustworthy or unbiased news 
content and seek out this content in preference to other, more mainstream online news 
sources. 
Yet another factor that could be a strong motivator for news readership is the news content 
expressing opinion. As discussed in the previous Section 3.4.1 – Consumer Age, younger 
readers may hold stronger and more emotionally based opinions which they are less inclined 
to change than more mature audiences. If this is the case, younger people may be more 
interested in news that provides ‘an opinion’, news content which is typically found in the 
‘Opinion’ section of most newspapers. As long as opinion based news content is clearly 
marked as such - to ensure it is easily distinguishable from the factual news – it may prove 
to be a positive influence on the news content consumption (Lee-Wright, 2008). 
Industry experts and anecdotal evidence suggest that personalisation of the news content 
will play a substantial role in encouraging consumers to pay for digital news content. 
Personalisation of the interface can happen in one of two ways - (1) upon signing up to the 
publication a user may be asked to indicate areas of interest by selecting from provided 
options of news content; (2) news organisation may gather user interests by tracking news 
content the consumer is reading and then personalise the news dashboard, front page of the 
publication, based on the observed preferences for each consumer. The former is typically 
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referred to as ‘active’ personalisation as the user has to carry out an action to indicate his or 
her preference, the latter as ‘passive’ as the user does not need perform any additional 
action over and above reading news content. For example Fairfax is leaning toward the 
second option, ‘passive’ personalisation which involves Fairfax tracking user interests 
overtime to identify their new preference and based on that personalising news for individual 
readers. The advantage of this approach is that the organisation does not need to rely on 
what the user indicates – as this information may change over time or user may be in a rush 
when providing preferences and may indicate choices that are haphazardly selected. 
Instead, the information gathered would provide insights into actual user behaviour and can 
be modified based on the changing user readership patterns. 
Context—the situation in which users consume news—was also expected to influence how 
users consume news content. Whilst there are no known insights into the contextual news 
provision and consumption habits, there is more generic evidence that contextual 
information is valued by users. A good example of the success of contextual information is 
the growing popularity of the map based points-of-interest that allow users to search for 
business in the area they happen to be. Contextual or location based searches such as 
locating nearest petrol station, café, doctor or shopping centres are extremely popular and 
are experiencing significant growth. Contextual information that is provided to the user based 
on their location via their portable digital device may play a large role in the willingness to 
pay for online content (Lee-Wright, 2008). And whilst these examples are not news specific I 
expected that context may play a role in the online news consumption just as much.  
Bundling of news content with entertainment content has been suggested as being a strong 
contender for increasing news content access online (Gambino, 2009, Page, 2009). 
Subscribers to digital news publications may be given access to certain video or television 
program content in order to enhance the experience and provide further value. Similarly, to 
enhance the value of the subscription to the users, special offers may also play a role in 
encouraging people to pay for online news content. This can be illustrated by the success of 
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the online subscription model employed by Spanish newspaper El Mundo’s online arm, 
Orbyt, which offers duty free purchases of leisure products and services, coupons and prizes 
amongst others. Thus increased user perception of value, such as receiving a ‘free’ products 
or offers with their subscription was expected to play a role in online purchasing behaviour. 
The main aim of this research was to assess the effectiveness of the model expected to 
predict users’ willingness to pay for online news content. The proposed model incorporated 
factors that were expected to predict desired user behaviour, e.g., paying for online content 
and were derived from literature review and in discussions with industry experts. The 
research was based on principles of research in psychology that shy away from asking users 
direct questions, such as ‘do you like this feature’ or ‘would you use it’ as is typical of market 
research type questionnaire. There are two problems with asking people direct questions. 
Firstly, most people want to be ‘good participants’ and thus tend to answer ‘yes’ whether 
they actually like something or not. This leads to an overestimation of the effect that does not 
reflect user actual future behaviour. The second issue relates to the fact that people often 
don’t know the answer to the question but ‘make it up’ in order not to appear ‘silly’ or without 
even realising it. In many instances people act and make simple decisions based on habit 
without going through a formal analysis of decision making process. Therefore, if they are 
asked for reasons for a specific behaviour, they typically need to ‘interpret’ their own past 
behaviour. This interpretation is not always reflectively of the actual reasons of the past 
behaviour and even less able to predict future behaviour. For instance when people are 
asked such questions as ‘would you like this feature?’ or ‘would you buy this product?’ they 
will be more than likely to say ‘yes’ regardless whether they in fact use the feature or buy the 
product in actual life (Stewart and Cash, 2003). Instead, the questions were be aimed at 
measuring actual user behaviour in the areas (such areas are called independent variables 
in the proposed model for testing) that were expected to be important in predicting 
willingness to pay for online news. The dependent variable - a question the research is 
aiming to answer - in this model is the ‘willingness to pay for online new content’.  
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The independent variables – factors that are expected to influence the dependent variable - 
were derived from a number of sources. As theory in this area is not well developed these 
factors were derived from a research of relevant literature and discussions with industry 
experts. To begin with, I identified factors that were found to be important predictors in other 
studies. These were discussed in the literature review section earlier in this document 
highlighting variables that showed association with user intention to consume online news 
content or in some instance other content. Once a set of variables were gathered based on 
literature review, I also ran workshops and interviews with a number of stakeholders from the 
Fairfax to leverage from their professional experience and knowledge of the drivers of digital 
news content consumption. Stakeholder from Fairfax Digital included individuals such as 
Fairfax Digital Editor-in-Chief, Director of Strategy and Implementation, General Manager of 
Marketing – Media and Director, Strategy and Business Planning.  
The resulting set of factors selected for inclusion in the proposed model to predict user 
willingness to pay for online content were Online Community, Special Interests, Trust, 
Content Creation, Opinion News, Personalisation, Context, Bundling and Special Offers. In 
addition, the usual demographic variables (gender, age, income, metropolitan or regional 
location, education) were included in the analysis. This analysis is exploratory and looks for 
factors that are empirically important in influencing user propensity to pay for online news 
content. The theoretical model incorporating selected factors is show in Figure 17 below. 
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4.1.5 Questionnaire 
The questionnaire was designed to assess all of the variables shown in Figure 17 above. 
Each independent variable is self reported magnitude of specific behaviour, which was 
assessed by asking participants multiple questions associated with that particular behaviour. 
For instance, to understand whether users are interested in participation in the online 
communities, questions were asked about what online communities they are currently 
members of. The dependent variable is a self reported intended behaviour of subscription to 
online news content as the observation of the actual behaviour was not available for various 
reasons. Such reasons including the limited availability of paid online news content for 
people to subscribe to in Australia and the scope of the research which would need to be 
substantially increased in order to gather actual subscription data if and when it becomes 
widely available in Australia. 
The questionnaire has gone through a stringent review process. It has been reviewed twice 
by a number of key stakeholders at Fairfax and by my University thesis Supervisors to 
ensure that data collected will provide valuable and valid insights into the user behaviour 
towards news consumption in digital environment. 
 
Figure 17 – Theoretical model predicting user willingness to pay for the online news content 
External variables
Online community
Special interests
Trust
Contributing content
Opinion news
Personalisation
Context
Bundling
Special offers
Intention to pay
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Each variable included in the proposed model and associated questions are described 
below:  
External variables 
• Which bracket does your age fall in? – User age has been linked with different 
patterns of news and technology consumption and was discussed in Section 2.4 
Consumer Age. A number of studies have shown that young people tend to consume 
less news content and use different sources of news information from those of older 
readers.  
• What is the highest level of education you have reached? – Users’ education level 
has also been shown to influence the magnitude of news consumption. Studies have 
shown that decreasing level of education correlates with a decrease in news 
consumption. See Section 2.4 Consumer Age for discussion on this topic. 
• Which area do you live in? - the answer to this question is dichotomous, either 
metropolitan or regional. As discussed in Section 2.12 Australian Audience, readers 
in rural areas are interested in different types of news content and have different 
pattern of news consumption as compared to readers from metropolitan areas. 
• What gender are you? – while gender has not been linked to different patterns of 
news consumption it was included as a factor based on the suggestion from Fairfax 
as it is the usual factor included in its questionnaire. Furthermore, it will be interesting 
to see whether this research will find any differences between female and male 
willingness to pay for online news content. 
• Which of the below best describes your work status? – during interviews with Editor-
in-Chief and Chief Operations Officer of Fairfax became apparent that majority of The 
Age’s readers and the publication’s primary target groups are people with higher 
incomes. Therefore, it may be important to test whether higher income users are 
more or less willing to pay for online content.  
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Online community 
• How often do you log into each of the following online communities? – respondents 
were provided with multiple choice options of daily, weekly etc., for major online 
communities such as Facbook, LinkedIn, Twitter, Yammer, YouTube and MySpace 
or have an option of ‘not a member’ for each. This question was aimed to estimate 
users’ actual interest and participation in online communities. If the respondent was a 
member of a number of communities but stated he or she only logs into them less 
than a month, it would suggest that online community is of not high interest. High 
interest would be shown by respondents who are members of a number of 
communities and participate in them on a regular, for instance daily, basis. 
Special interests 
• How often do you read special interest content sections? (Newspaper or Online) – 
respondents were provided with multiple choice for daily, weekly etc, for a number of 
specialty topics such as Travel and Leisure, Finance and Business, Food and Wine, 
Science, Technology, Sports and so forth. This question was expected to provide 
data on users’ interest in specialty news content by the frequency of its consumption. 
So the person who reads specialty news content daily may have a stronger interest 
and therefore be more willing to pay for this content. 
Trust 
• Which sources do you believe provides you with most accurate, most reliable local 
and most reliable international news content? – Multiple choices for most accurate, 
most reliable local and most reliable international content were provided for sources 
such as Newspapers, Magazines, Television, Radio, News website, News blogs and 
Online aggregators such as Google, Yahoo! and Nine MSN. This question provided 
insights into which is the most frequent source of news content for users. The 
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rationale behind this question was that if the respondent states that Television is their 
primary source of news content then it is probably the most trusted source. 
Furthermore, most reliable International news sources would be the strongest 
predictor as international news coverage requires resources (e.g., reporters) and 
infrastructure (international offices) for timely and reliable cover. 
Contributing content 
• How often do you update your blog? – this question had a multiple choice of daily, 
weekly etc., and ‘I don’t have blog’. It was expected that people who are interested in 
creating online content are more likely to have a blog with more frequent updates 
showing stronger interest in content generation. 
• How often do you comment on blogs or article posts? – this question had the same 
multiple choice options as in the above question and as with the previous question 
was designed to identify respondents with stronger interest in online content 
generation. Both of these questions were intended to measure actual user behaviour 
in terms of online content generation. Respondents who are currently generating 
online content were expected to be more interested in news publications that offer 
them an ability to create and publish their news articles. 
News expressing opinion 
• How often do read the opinion section on a newspaper site? 
• How often do you express your opinion by leaving comments online? 
• Expressing opinion to your friends or family? 
All three questions above had multiple choice of daily, weekly etc., and were designed to 
elicit respondent’s interest and actual frequency of expressing their opinion to others. Once 
again, I were interested in the actual user behaviour and therefore asking respondents to tell 
how often they express their views whether online or in person was expected to show the 
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frequency of the respondent consuming opinion and expressing one. I also had an 
expectation that the respondents who scored high on expressing opinion would also be 
more interested in accessing opinion based news content and thus more likely to be willing 
to pay if such a content was offered to them. 
Personalisation 
• Do you receive your news from different media providers? (whether print or online) – 
this question has a multiple choice structure with No, Sometimes and Often as the 
options. I were interested in understanding whether users liked to get different news 
from different publications, in other words to ‘personalise’ their news by accessing 
multiple sources for news content and selecting specific ‘bits’ of the news from each 
of them. Respondents who would report sourcing news content from various news 
providers were expected to be more interested in news personalisation more than 
respondents who would respond with ‘No’. 
• Would you like to receive news personalised to your interests? – with multiple choice 
answers ‘by telling newspaper what you like’, ‘by newspaper tracking what I read’ 
and ‘don’t want personalised news’. The first option is what is called an ‘active’ 
personalisation where user actively ‘tells’ the company what interests them. The 
second option is ‘passive’ personalisation and does not requiring user to take any 
action. Instead, the news company tracks user’s reading patterns, e.g., the topics 
they read, and then personalises news content based on this data. This question was 
designed to provide additional insights to the question above. In other words, if users 
are interested in personalised news content, how would they like it personalised? 
Context 
• How often do you read news on your mobile device, PC or Laptop, eReader such as 
iPad and hard copy newspaper? This question had multiple choice for each device 
as daily, weekly etc and was designed to see which technology platform was used 
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most predominantly for news consumption. If most respondents reported that they 
consume news content primarily from one platform, e.g., laptop, then such a finding 
would have allowed us to predict that user’s context did not play a large role in the 
consumption of news online.  
Bundling 
• How often do you watch video, TV and movies online? – this question had multiple 
choice options for each content type as daily, weekly etc. Asking this question was 
important because it provided an understanding of users’ actual behaviour towards 
online entertainment content such a video. If respondents reported watching such 
content (either video or TV or movies) frequently then I could extrapolate that 
entertainment content is valued by the readers and that bundling this content with 
news content may be of high interested to news consumers. 
 
Special offers 
• Did you take advantage of any offers you received last year via the following 
channels? Respondents were then asked to provide answer for Email, Online 
Advertisement, Online Coupons, Offers by Mail, TV Advertisement, Radio 
Advertisement by selecting from multiple choice answers - ‘all of them’, a few of 
them’, ‘one’ or ‘none’ - for options such as email, online advertisement, online 
coupons, offers by mail, TV advertisement and ‘radio advertisement. The primary aim 
of this question was to understand the frequency of users uptaking an offer 
regardless of via which channel it was received. I was interested in understanding 
actual users behaviour towards special offers and seeing if they are perceived as 
valuable to them. I expected that respondents who reported uptaking few or more 
offers would be more likely to be interested in such offers from news providers and 
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thus show more willingness to pay for accessing website which provide them with 
special offers. 
Dependent variable 
The dependent variable was self reported willingness to pay, which was assessed by asking 
users about their willingness to subscribe to paid online news in the next month. To provide 
most realistic scenario and subtly encourage users to provide most accurate answer about 
their willingness to pay, I also included a timeframe of one month for carrying out this action - 
a period of time feasible for respondents to have an idea of whether they are intending to 
perform such behaviour or not: 
If you had to decide in the next month, would you pay for an online news subscription 
service?  
Respondents were provided with a multiple choice options of Yes, No and Not Sure. 
To get a sense of the magnitude of payment that the readers would be prepared to pay for a 
monthly subscription to an online news publication, respondents were asked to respond to a 
specific payment amount. The payments selected for testing were 50 cents, one dollar, three 
dollars, five dollars, seven dollars, 10 dollars and 20 dollars. As respondents would generally 
choose the lowest price option, seven versions of the survey were built, with one difference, 
being the price point. Survey One included a question - If the features you valued the most 
were provided, would you be willing to pay a monthly fee of 50 cents to access these?, the 
other six versions had fees of one dollar, three dollars, five dollars, seven dollars, 10 dollars 
and 20 dollars respectively. The seven versions were assigned randomly to participants. 
Random assignment is an experimental technique used for assigning participants to different 
conditions. The rationale behind random assignment is that by randomising assignment to 
conditions (i.e., payment magnitude) participant attributes for different condition will be 
roughly equivalent and therefore the results obtained will reflect actual intended behaviour 
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rather than underlying personality traits or external conditions. (Shaughnessy and 
Zechmeister, 1990). Random assignment aims to ensure that each participant has an equal 
likelihood of being included in each of the seven conditions. Participants are exposed to a 
version of the survey based on the order in which they arrived at the survey. For example, 
first participant completing the survey will be exposed to Survey Number One, which 
contains a magnitude of payment as 50 centres. The second participant will be exposed to 
survey number two, which contains a magnitude of payment as one dollar and so on. After 
the seventh survey is presented, first survey follows. Example of allocation as follows: 
Participant 1 – Survey: 50 cents 
Participant 2 – Survey: one dollar 
Participant 3 – Survey: three dollars 
Participant 4 – Survey: five dollars 
Participant 5 – Survey: seven dollars 
Participant 6 – Survey: 10 dollars 
Participant 7 – Survey: 20 dollars 
Participant 8 – Survey: 50 cents 
Participant 9 – Survey: one dollar 
and so on. 
At the end of the survey participants were asked to answer two open ended questions. The 
first open ended question asked users to provide their views on what would encourage them 
to pay for online news content: For your chance to win an iPod Touch, tell us in 25 words or 
less, what would encourage you to pay for content? Terms and conditions apply. This 
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question was designed as a ‘game of skill’ question and was included for legal purposes to 
alleviate the need of paying legal fees for providing incentives. The second open ended 
question asked users to leave their contact details to enable me to contact participants for 
the next, quantitative phase of the research: Please provide your name, email address and 
daytime contact number. 
Finally one question was added at the end of the survey at the request of Fairfax Digital’s 
marketing team who were interested in understanding participants’ interest in certain offers 
such as advertisement free content: If you did purchase an online news service, which of the 
following features would you most like to see in a paid subscription service? Participants had 
an ability to select Social Media, Specialised News Content, Video, Customised News 
Content, Mobile and Advertisement Free Content. Answers received from this question were 
not included in the analysis and do not form part of the results discussed in this document. 
All questions were compulsory - participants were not able to progress to the next question 
until they provided answers to previous questions. If the participant failed to answer a 
question, a text, ‘Please select an option’ in red was displayed next to a question missing an 
answer.  
At the outset each participant was provided with a short overview of the purpose of the 
survey which was presented on the landing page of the survey. This overview also contained 
a link to Terms and Conditions. Participants were provided with an incentive for completing 
this survey. The incentive offered was a chance to win an iPod touch 64 Giga Hertz capacity, 
the device valued at AU520 dollars. The prize was drawn at the end of the survey period on 
10 January 2011 and only one participant was awarded the prize. 
At the end of the multiple choice questionnaire, respondents were asked if they would be 
willing to answer further questions associated with this research. If they were so willing they 
were asked to leave their contact details, email or phone number, enabling contact. This part 
was not mandatory and respondents were able to leave it blank if they were not interested in 
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further participation. Respondents who expressed interest in further participation by leaving 
their contact details provided a potential pool of participants in case clarifications or further 
insights were required.  
The questionnaire was uploaded for completion by the first, ‘digital’ database - which 
consists of individuals who have signed up to be part of Fairfax’s panel and receive 
questionnaires from time to time - on Monday, 6 December 2010. For full description of the 
databases see Section 4.1.2 – Participants, earlier in this paper. It was live and available for 
completion by participants for two weeks and was taken down at 5:00pm on Monday, 20 
December. The questionnaire to the second database, an online reader panel for the 
Sydney Morning Herald and The Age, was made available on Tuesday, 14 December 2010. 
It was live and available for completion by this group of participants for 6 days until 5:00pm 
Monday, 20 December 2010. 
4.1.6 Measurement of independent variables 
There were eight independent variables in addition to the four demographic variables. All 
independent variables were measured by a set of questions. Scores from each question 
were combined so that for each participant a score was recorded for each independent 
variable. These variables were formed as dummy variables (taking values 0 and 1) for each 
effect, combining data from a number of questions. The degree to which people participate 
in online communities, for example, is the independent variable ‘community’. To measure a 
community score for each participant, they were asked how often they access selected 
community sites such as Facebook, LinkedIn and Twitter. For each site participants 
indicated their frequency of use on a scale ranging from multiple times a day to not at all. 
Scores from all the different sites were then combined to arrive at the overall community 
score. Each score would then fall into one of two categories – in this case ‘frequent’ or 
‘infrequent’. Frequent users were those who participated in at least one online community 
more often than once a day. Following this rationale scores were obtained for all 
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independent variables. There were different result categories for each independent variable, 
as outlined below. 
Context 
The ‘context’ independent variable is designed to identify the context in which people access 
news. Mobile electronic devices such as mobile (telephones, cellphones, smartphones, etc) 
and tablets were combined to form the ‘on-the-go’ context category. Non-mobile and non-
electronic devices such as PCs (personal computers, including laptop computers) and 
newspapers were combined to form the ‘non-mobile’ category. The extent of news 
consumption ‘on-the-go’ or in a ‘non-mobile’ situation were combined for each user, thus 
revealing whether they were either frequent or infrequent users of either of the context 
categories. Frequent users were defined as those who accessed news ‘multiple times a day’ 
and ‘once a day’; while infrequent users were defined as those who accessed news content 
‘a few times a week’, ‘weekly’, ‘a few times a month’, ‘monthly’, ‘less than once a month’, 
‘rarely’ or ‘never’. 
Trust 
Scores reflecting the extent to which users trust the online news content were categorized 
against the combined trust scores for newspapers, magazines, television, radio, news blogs 
and online news aggregators. Thus we have trust results for ‘news websites’ and ‘other 
sources’. The scores for how accurate and reliable news content is perceived was derived 
from combining ‘most accurate and up to date news content’, ‘most reliable source of local 
news’ and ‘most reliable source of international news’ responses. 
Content creation 
To gather the frequency of content creation online, users were asked to state how often they 
create content online, such as by updating one’s blog or commenting on other users’ 
content. The scores for ‘update your blog’ and ‘comment on blogs or article posts’ were 
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combined. The frequency of content creation was arrived at by combining scores for 
frequent use (‘daily’ and ‘weekly’) while the score for non-frequent use was arrived at by 
combining scores for ‘monthly’, ‘quarterly’, ‘yearly’, ‘only written once or twice’ and ‘never’. 
Special interests 
To determine the importance of special interests on users’ access to news websites, 
participants were asked to provide frequency-based answers to a number of special interest 
topic areas such as sports, technology and finance and business. To arrive at a single score 
for special interests, all special interest areas were combined. As in previous cases, users 
were categorized as either frequent or infrequent users. Thus, frequent users were defined 
as the ones who access some special interest content ‘multiple times a day’ and ‘once a 
day’; while infrequent users were defined as those who accessed such content ‘a few times 
a week’, ‘weekly’, ‘a few times a month’, ‘monthly’, ‘less than once a month’, ‘rarely’ and 
‘never’. 
Personalisation 
Personalisation was a categorical question requiring a yes or no answer. No combination of 
scores was required. The question assessed the degree to which users desired 
personalisation of their news. 
Opinion 
To understand whether users are interested in opinion pieces they were asked how often 
they read such pieces and/or express their own opinions online. Thus the score for the 
‘opinion’ independent variable was arrived at by combining the scores for all forms of opinion 
perusal and expression. The frequency of this behaviour was derived by combining scores of 
frequent consumption and non-frequent consumption as in previous examples. 
Bundling 
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To measure users’ interest in non-news content that may be bundled with online news 
content, participants were asked to indicate how often they accessed a range of such 
content. A single score was derived for ‘other content’ by combining scores obtained from 
the examples provided to a participant, namely ‘video content’ and ‘TV shows & movies’. As 
with previous examples, frequency of use was derived by combining scores for frequent and 
then for non-frequent use. 
Special offers 
The ‘special offers’ independent variable was aimed to understand how important special 
offers are to online news consumers. Participants were asked to indicate how often they took 
advantage of special offers, and via what channel (email, online advertisement or radio). The 
score for special offers was derived by combining all mediums through which users obtained 
special offers. The extent of special offer uptake was categorized as either ‘often ( ‘yes-all of 
them’ and ‘yes-a few of them’) or ‘not-often’ ( ‘yes-one of them’ and ‘no-none of them’). See 
Table 5 below for the resulting coding of these variables. 
 
4.1.7 Validity and reliability  
When measuring user behaviour using a test, in this case the online questionnaire, it is 
important to ensure its validity and reliability. Validity refers to the degree in which the test is 
truly measuring what it is intended to measure, while reliability is synonymous with the 
consistency of a test, in other words, whether it measures the behaviour consistently over 
time (Shaughnessy and Zechmeister, 1990). In other words we need to know that we are 
testing what we want to test and that the test is reliable over time. In order to determine the 
reliability of the test, the Test-Retest approach was used. This approach determines test’s 
consistency among different administrations. A reliability coefficient, which shows correlation 
between variables, is the statistic that determines whether the test is reliable. To determine 
the coefficient for this type of reliability, the same test is given to a group of participants on at 
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least two separate occasions. If the test is reliable, the scores that each participant receives 
on the first administration should be similar to the scores on the second.  
One major concern with the Test-Retest reliability is the memory effect. Most of us will 
remember our responses on the initial test and when we begin to answer again, we may just 
answer the way we did on the first test rather than reading through the questions carefully. 
This is especially true when the two administrations are close together in time. This can 
create an artificially high reliability coefficient as subjects respond from their memory rather 
than the test itself. To reduce the effect of memory effect the second administration of the 
test was carried out three weeks after the first administration. The reliability coefficient 
calculated for the test showed good test-retest reliability (correlation coefficient above .80) 
suggesting that the test measures behaviour consistently over time.  
The validity of the proposed online questionnaire was established by testing its construct 
validity, the extent to which the test measures the variables it is intended to measure. 
Construct validity is typically determined by comparing the scores obtained from a sample of 
participants and their known behaviour. In this case we needed to show that people who 
scored high on the variables predicting willingness to pay for online content actually carry out 
this behaviour (Shaughnessy and Zechmeister, 1990). A sample of five people, work 
colleagues at the Department of Justice of the primary researcher, were asked to complete 
the questionnaire. As currently in Australia there is very limited paid news content online, 
paying for mobile applications that include news was substituted in place of paying for online 
news content. All five participants were heavy users of online content including e-commerce 
and all scored highly on the test, suggesting a strong relationship between scores obtained 
on the test and their known behaviour. 
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CHAPTER 5  
Survey Results 
Raw data of answers from the survey were received from Fairfax on Wednesday, 22 
December 2010 in seven Microsoft Excel spread sheets.  
A total of 3,459 responses were received to all seven questionnaires. This figure represents 
combined responses from the two databases the questionnaire was set out to - the digital 
database and the online reader panel databases. The number of respondents providing 
answers to each of the seven questionnaires are as follows: 
Survey 1 (payment magnitude of 50 cents) – 484 responses 
Survey 2 (payment magnitude of one dollar) – 530 responses 
Survey 3 (payment magnitude of three dollars) – 470 responses 
Survey 4 (payment magnitude of five dollars) – 567 responses 
Survey 5 (payment magnitude of seven dollars) – 531 responses 
Survey 6 (payment magnitude of 10 dollars) – 419 responses 
Survey 7 (payment magnitude of 20 dollars) – 458 responses 
The results of all seven surveys were combined for statistical analysis. The analysis was 
done mainly in the Statistical Package for the Social Sciences (SPSS), occasionally 
supplemented by the use of the Systat package where SPSS did not provide the required 
statistic. 
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5.1 Demographic data 
The total number of people responding to the survey was 3,459, split 52 per cent female and 
48 per cent male. The majority of respondents were from metropolitan areas (82 per cent) 
whilst 18 per cent were from regional areas of Australia. 
The age group representation was well spread. Percentages are show in Table 1 below: 
Table 1 – Respondents’ age groups (percentages) 
18-24 years 
of age  
25-34 years 
of age  
35-44 years 
of age  
45-54 years 
of age 
55-64 years 
of age  
65+ years of 
age  
4 15 20 22 22 16 
 
Half of the respondents, were working full time with the other half having various working 
arrangements as represented in Table 2 below: 
Table 2 – Respondents’ work status (percentages) 
Working 
full time  
Working 
part time  
Retiree  Student 
working 
part time  
Student 
not 
working 
Stay at 
home  
Not 
working  
Other  
50 19 19 2 2 3 3 2 
 
The majority of respondents, 78 per cent, had tertiary or post-graduate levels of education. 
Table 3 shows percentages of respondents who reached various levels of education: 
Table 3 – Respondents’ level of education (percentages) 
Completed 
year 10  
Completed 
year 12  
Completed 
tertiary 
education  
Completed 
post 
graduate 
degree  
Currently 
studying  
Other  
5 11 40 38 3 2 
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The range of Income levels were well represented with a good spread from lower to higher 
income earners as shown in  
Table 4 below: 
Table 4 – Respondents’ levels of income (percentages) 
Earning 
under $45k  
Earning 
between 
$45k-$70k  
Earning 
between 
$70k-$100k  
Earning 
between 
$100k-$150k  
Earning 
more than 
$150k  
Prefer not to 
say  
21 24 25 12 7 11 
 
In terms of the overall Australian population, the sample is over-weighted on older people 
and also has an over-representation of people with higher education and higher income 
levels. In these respects it reflects The Age reading, online population. Whilst not a randomly 
selected sample representative of the Australian population, the sample analysed was large 
and well balanced in terms of these demographic variables. The main concern of the 
analysis here is not to estimate population percentages of variables (although some of these 
are reported as indicative and to validate the sample diversity): the purpose is to analyse 
relationships between variables for which the sample with its diversity is well suited. 
5.2 Independent variables 
The majority of people (54 per cent) read online newspapers multiple times a day and hard 
copy papers once a day (34 per cent). These figures come as no surprise, but an interesting 
insight here was that only 10 per cent read news on the mobile phone multiple times a day 
and 6 per cent once a day. These figures suggest that reading news is still primarily done in 
the context of a fixed location such as in an office or at home rather than while commuting or 
on-the-go. 
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The two most trusted news sources appear to be hard copy newspapers and news websites. 
Not surprisingly, the most up-to-date news information was believed to be available on the 
news websites by 46 per cent of respondents followed by 23 per cent viewing hard copy 
newspapers as the most up to date source. Interestingly, only 17 per cent of the respondents 
believed that the news on the radio was the most up-to-date. Television was rated 
surprisingly low with as low as 7 per cent of the respondents reporting that they believed it to 
be an up-to-date source of the news content. The newspaper is still seen as the most 
reliable source for local news (53 per cent) and overseas news (37 per cent) respectively by 
the respondents while news websites were seen to offer much less reliable local news (20 
per cent) but were comparable to hard copy newspaper in accuracy for international news 
with 36 per cent. One of the most intriguing insights gained from this data is that only 1 per 
cent of the respondents thought that news blogs were the most reliable source for local news 
and international news, suggesting that news blogs have a long way to go to pose any threat 
to professional news providers. However, people do not rely on one source for their news 
content, but rather source this content from different media providers. Eighty five per cent of 
respondents stated that they receive their news content from various sources. 
Another less expected result was the relatively low participation rate in online communities. 
While 20 per cent of respondents suggested that they log into Facebook multiple times a 
day, followed by MySpace with 6 per cent and Twitter at 4 per cent, the vast majority said 
they were not members, as shown by the percentages in Table 5 below. 
Table 5 – Respondents’ participation in online communities (percentages) 
Online 
community 
Multiple times 
a day 
Once a day Less than 
once a month 
Not a member 
Facebook 20 10 9 40 
LinkedIn 1 2 9 74 
Twitter 4 2 8 80 
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YouTube 3 3 14 43 
MySpace 6 12 10 57 
 
The percentages in each column do not add up to 100 because one person may be a 
member of more than one community thus contributing scores to one or more of the 
communities. While 31 per cent of respondents stated that they do not have a blog, 20 per 
cent did which they update weekly. Thus while content creation may not be a typical activity 
for the majority of people it is still a factor worth considering. Special interest columns such 
as finance, travel and sports were reported as accessed by the majority of people between a 
few times a week to once a week. The highest daily access was reported by respondents 
with interests in finance and business (27 per cent) followed by respondents with interests in 
sport (22 per cent). In the same vein, personalisation was only seen as having added value 
by 27 per cent of the respondents, with the majority being not interested in personalisation.  
The Bundling variable, which asked people how often they watched videos, did not show a 
clear pattern. This was expected to be a strong variable based on the interviews with media 
insiders, most of whom stated that videos were gaining popularity rapidly. Of course, our 
results may reflect the Australian market where internet access is generally expensive and 
slow when compared to global standards thus making watching news videos a less attractive 
activity.  
The opinion variable highlighted the fact that people are interested in reading other people’s 
opinions, with 29 per cent and 24 per cent of respondents stating that they read opinion 
sections once a day or a few times a week respectively. However, while people express their 
opinions to family and friends on a regular basis (20 per cent daily and 34 per cent a few 
times a week) commenting online is still a relatively rare phenomenon. Most people said that 
they do this rarely (29 per cent) or never (38 per cent). Expressing opinions verbally is part 
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of the everyday social interaction and most people do this effortlessly on a daily basis. 
Another obvious explanation is that it is easier for people to verbalise their thoughts as it 
requires less effort, while expressing oneself in writing requires not only time but also a skill. 
Understanding how to do this online may also be a barrier.  
Finally, special offers showed an influence on the respondents, but the success of the offers 
depended substantially on the medium via which they were received. For instance, 60 per 
cent of the respondents said that they acted on a few of the offers if they came via email, 
while only 28 per cent did if the offers came from television advertisements. Online 
advertisements did better with 33 per cent of the respondents saying they have acted upon a 
few advertisements. Radio trailed slightly behind with 30 per cent. This is an interesting 
finding as television still receives the largest slice of advertising spending and this is not 
predicted to reduce until at least 2014 (Interactive Advertising Bureau Australia, 2010), while 
having a smaller impact on consumer behaviour compared to other mediums. The argument 
could be sustained that television affects more viewers but more viewers does not always 
translate into higher uptake and increased revenue. 
 
5.3 Attitude towards paying for online news 
Question 17 of the survey asked respondents if they were willing to pay for online news, 
without specifying any particular fee. Respondents could respond ‘Yes’, ‘No’ or ‘Not sure’. 
This measures a general attitude towards payment (as distinct from question 19 which 
posed a particular amount and asked respondents if they were willing to pay it – WTP). 
These are different measures (see below). The main focus in this chapter is no WPT in the 
context of a set amount (question 19), but there is interest in considering the attitudes 
towards payment also, briefly. A majority of people, 74 per cent, said they were not intending 
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to pay for online news content and only 6 per cent said they would pay. However, 20 per 
cent said they were not sure. 
Crosstabulations found no significant differences in Attitude by gender (Pearson chi-square 
= 5.372, df = 2, p = 0.068), region (Pearson chi-square = 2.402, df = 2, p = 0.301) or 
education (Pearson chi-square = 8.142, df = 10, p = 0.615). The Attitude towards paying 
becomes less favourable with increasing age over 44 years old (Pearson chi-square = 
36.678, df = 12, p = 0.000) and more favourable with higher incomes (Pearson chi-square = 
25.463, df = 10, p = 0.005). These results would accord with general expectations. 
Considering Attitude (question 17) against WPT (question 19) in Table 6 provides some 
interesting results. A substantial proportion of people could be persuaded to pay given the 
right offer and pricing. A quarter of those whose attitude was ‘No’ said that they were willing 
to pay when given a specific fee, and two thirds (65%) of those who were ‘Not sure’ of their 
attitude were willing to pay the specified amount. People have a significantly higher 
willingness to pay when the question is put in the context of a specific payment amount. 
Table 6 – Attitude and Willingness to pay (row percentages) 
 Yes No Number of 
respondents 
Attitude    
Yes 86 14 206 
No 25 75 2569 
Not sure 65 35 681 
 
5.4 Willingness to pay 
Pricing is an important ingredient. Figures from the second dependent variable – in which 
respondents were asked to express their willingness to pay for online news and provided 
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with actual figure, e.g., 50 cents per month – showed an increase in willingness to pay. 
When provided with a concrete figure a total of 37 per cent of the respondents said they 
would pay and only 63 per cent said they would not. The importance of the payment 
magnitude can be seen by looking at the decrease in positive responses as the payment 
price increased, from 56 per cent positive responses when the monthly payment was 50 
cents declining to 10 per cent when monthly payment was 20 dollars. Percentages of 
participants responses to this second dependent variable are shown in Table 7 below. 
Table 7 – Willingness to pay, by payment level (percentages) 
Monthly payment ‘Yes’ Number of respondents 
50 cents 56 484 
1 dollar 59 530 
3 dollar 46 469 
5 dollars 35 567 
7 dollars 25 531 
10 dollars 23 417 
20 dollars 10 458 
 
More people said they would pay 1 dollar per month subscription (59 per cent) than 50 cents 
(56 per cent). This could be attributed to the perception of quality where 50 cents is seen as 
too cheap to buy a quality service. Perhaps not too much should be made of this, though, as 
the difference in percentage is neither large nor statistically significant (t=0.965, p=0.167). 
The following table shows a simple tabulation of the percentage intending to pay by age 
group, which exposes a general trend that across all payment levels the willingness to pay is 
fairly constant at about 37 per cent for all the participants aged between 25 to 64 years, with 
the under 18 year olds and those over 65 years less willing to pay, see Table 8 below. 
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Table 8 – Age by Willingness to pay (percentages) 
Age Willing to pay 
18-24 48% 
25-34 37% 
35-44 38% 
45-54 37% 
55-64 37% 
65+ 29% 
Under 18 25% 
Total 37% 
 
Breaking this down further by the amount considered as the payment for online news (see 
Error! Reference source not found. below) it can be seen that at the 50 cent payment 
there is no clear age effect - no major differences across the age groups. At the one dollar 
level willingness to pay starts to falls with the increase in the age. The same pattern holds for 
payments of 3 dollars, 5 dollars and 7 dollars. However, at payment levels of 10 dollars and 
20 dollars there is a general reluctance to pay across all age groups. 
Table 9 – Willingness to pay (percentages) by Age and payment magnitude 
Payment 
magnitude 
Age Willing to pay 
50 cents 18-24 55% 
25-34 57% 
35-44 65% 
45-54 54% 
55-64 55% 
65+ 51% 
Under 18  
Total 56% 
1 dollar 18-24 67% 
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Payment 
magnitude 
Age Willing to pay 
25-34 63% 
35-44 59% 
45-54 64% 
55-64 55% 
65+ 51% 
Under 18 100% 
Total 59% 
3 dollars 18-24 79% 
25-34 37% 
35-44 46% 
45-54 55% 
55-64 49% 
65+ 31% 
Under 18 25% 
Total 46% 
5 dollars 18-24 36% 
25-34 31% 
35-44 35% 
45-54 41% 
55-64 37% 
65+ 28% 
Under 18  
Total 35% 
7 dollars 18-24 50% 
25-34 26% 
35-44 21% 
45-54 24% 
55-64 26% 
65+ 21% 
Under 18 50% 
Total 25% 
10 dollars 18-24 17% 
25-34 19% 
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Payment 
magnitude 
Age Willing to pay 
35-44 29% 
45-54 17% 
55-64 26% 
65+ 21% 
Under 18  
Total 23% 
20 dollars 18-24 21% 
25-34 7% 
35-44 9% 
45-54 15% 
55-64 10% 
65+ 6% 
Total 10% 
20 dollars 18-24 48% 
25-34 37% 
35-44 38% 
45-54 39% 
55-64 37% 
65+ 29% 
Under 18 25% 
Total 37% 
 
Under 18 years age group excluded, as samples of this age group are very small so figures 
unreliable. 
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The Income effect on the willingness pay is shown in  
Table 10 below. There is a slight trend towards being more willing to pay with increasing 
income. 
Table 10 – Willingness to pay by Income (percentages) 
Income Willingness to pay 
(as percentage of income category) 
Prefer not to say 34% 
Under $45k 35% 
$45k - 38% 
$70k - 38% 
$100k - 48% 
$150k + 46% 
Total 39% 
 
Table 11 below shows the breakdown of willingness to pay by income and proposed 
payment level. It highlights a similar pattern across the payments – increased willingness to 
pay with the increase in the income. For the 50 cent and 1 dollar payments respondents 
were more willing to pay regardless of their income with the majority shifting to not willing to 
pay at 3 dollars and above. 
Table 11 – Income by Willingness to pay by payment magnitude (percentages) 
Payment 
magnitude 
Income Willing to pay 
50 cents Prefer not to say 55% 
Under 45k 49% 
45k-70k 52% 
70k-100k 56% 
100k-150k 84% 
150k+ 71% 
Total 58% 
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Payment 
magnitude 
Income Willing to pay 
1 dollar Prefer not to say 64% 
Under 45k 57% 
45k-70k 60% 
70k-100k 59% 
100k-150k 67% 
150k+ 62% 
Total 60% 
3 dollars Prefer not to say 47% 
Under 45k 41% 
45k-70k 51% 
70k-100k 41% 
100k-150k 59% 
150k+ 75% 
Total 49% 
5 dollars Prefer not to say 18% 
Under 45k 36% 
45k-70k 36% 
70k-100k 39% 
100k-150k 50% 
150k+ 61% 
Total 38% 
7 dollars Prefer not to say 23% 
Under 45k 28% 
45k-70k 23% 
70k-100k 28% 
100k-150k 36% 
150k+ 23% 
Total 26% 
10 dollars Prefer not to say 11% 
Under 45k 12% 
45k-70k 27% 
70k-100k 27% 
100k-150k 20% 
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Payment 
magnitude 
Income Willing to pay 
150k+ 37% 
Total 22% 
20 dollars Prefer not to say 11% 
Under 45k 10% 
45k-70k 14% 
70k-100k 11% 
100k-150k 11% 
150k+ 4% 
Total 11% 
Total Prefer not to say 34% 
Under 45k 35% 
45k-70k 38% 
70k-100k 38% 
100k-150k 49% 
150k+ 46% 
Total 39% 
 
Table 12 – Impact of Trust on Willingness to pay (percentages)below illustrates the impact of 
Trust on the Willingness to Pay highlighting that people who trust their news source are 
nearly 10 per cent more likely to be prepared to pay for online news. However it does not 
control for amount of payment. A more extensive overview of the impact of Trust on 
Willingness to Pay is discussed in the following section. 
Table 12 – Impact of Trust on Willingness to pay (percentages) 
Trust Willing to pay 
Untrusting 32% 
Trusting 41% 
Total 37% 
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The impact of Personalisation on the Willingness to Pay uncontrolled for payment magnitude 
is shown in Table 13 below. It shows that people who wanted their news content 
personalised by the news company tracking their readership pattern were most likely to be 
willing to pay, followed by people who wanted personalisation to occur by actively selecting 
news content of interested by themselves. People who did not want personalisation were 
least willing to pay. 
 
Table 13 – Impact of Personalisation on Willingness to pay (percentages) 
Personalisation Willing to pay 
No 31% 
Yes , by telling my interests 50% 
Yes, by the company tracking my interests 54% 
Total 37% 
 
Similarly with Opinion news, people who were interested in reading news articles expressing 
specific opinion were more willing to pay for online news content than those readers who 
were not interested in the articles expressing opinions. Once again, Table 14 below shows 
this but does not control for payment magnitude. 
Table 14 – Impact of Opinion news on Willingness to pay (percentages) 
Opinion news Willing to pay 
Not interested in opinion news 35% 
Interested in opinion news 39% 
Total 37% 
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Special offers were seen as an attractive proposition to many readers who see such offers 
as important part of the exclusive offerings to paid subscribers. Impact of special offers on 
the willingness to pay for the online news content is shown in Table 15 below.  
Table 15 – Impact of Special offers on Willingness to pay (percentages) 
Special offers Willing to pay 
Not interested in special offers 29% 
Interested in special offers 40% 
Total 37% 
 
The context of news consumption, whether it is read while on-the-go or at a fixed location 
had an impact on the consumers’ willingness to pay for online news as show in Table 16. 
Once again payment magnitude is not controlled for. People who read more news while on-
the-go had greater willingness to pay. 
Table 16 – Impact of mobile context on Willingness to pay (percentages) 
Context Willing to pay 
Fixed 35% 
Mobile 36% 
Total 37% 
 
5.5 Logit model analysis 
Binary Logistic Analysis was carried out on the willingness to pay variable.  
For the data set with binary responses such as ‘intend to pay’ or ‘do not intend to pay’, two 
commonly applied models are the logit model and the probit model. We are interested in 
finding the probability that the event will occur, i.e. users will pay for online content (Box-
Steffensmeier and Jones, 2004). Both, the logit and the probit models are probabilistic 
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discrete-choice models (Xie and Manski, 2010) although the probit model is more complex 
than the logit model, and they usually give similar results in terms of which variables are 
significant. Here the probit model will be used as a check on the robustness of the logit 
model results. 
Discrete choice models originated from the work of Fechner (1860) in psychophysics, 
(Anderson et al., 1992) and were extended to consumer purchasing behaviour in the 
probabilistic discrete choice model proposed by Manski and McFadden (1881). Simply put, 
in the discrete choice models, users choose between a group of discrete choice alternatives 
to maximise their personal benefit (utility). The logit model is a good candidate for modelling 
individual’s demands as it has been successfully used in economic studies of individual’s 
discrete choices (Berkovec, 1985), marketing (Ben-Akiva et al., 1985) and in studies 
predicting user’s behaviour online (Poel and Buckinx, 2005, Montgomery et al., 2004, 
Koyuncu and Lien, 2003). Founded on the psychological choice theory, it has also been 
shown to be consistent with major economic approaches to consumer (Anderson et al., 
1992).  
Numerous studies have used logit analysis for willingness to pay for online services. For 
instance, Sugai and Kim (2008)used a logit demand function to estimate users’ willingness 
to pay for content offered by different providers. A study investigating factors behind internet 
users’ willingness to pay for online content, in this case clip art, also used the logit model for 
the data analysis (Dou, 2004). Another study using logit model looked at user willingness to 
pay higher prices for goods on eBay auctions; this study found that in 51 per cent of the 
sales using the ‘auction’ method of purchase, users paid more than they would have paid if 
using ‘buy-it-now’ function (Ahlee and Malmendier, 2005). Oestreicher-Singer and 
Zalmanson (2010) used logit model to investigate users’ willingness to pay for online 
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premium services. They looked at websites offering music downloads and social networking 
features for free with a premium services requiring a subscription fee. 
The logit model’s popularity and widespread use is partly due to the fact that its formula 
takes a closed form and is relatively easily interpretable. Furthermore, it shows each factor’s 
unique contribution to the dependent variable whilst controlling for the influence of all the 
other factors in the model. Thus it is easy to interpret each factor’s weighing – or unique 
influence – on the dependent variable, e.g., willingness to pay. Originally proposed by Luce 
in 1959 (Duncan, 1959) from assumptions about independence from irrelevant alternatives 
(IIA) it was completed by McFadden in 1974 who showed that the extreme value distribution 
leads to the logit formula (McFadden, 1974). Essentially the logit model can be understood 
as the user facing choice alternatives. The utility that the user obtains from these alternatives 
is divided into those that are known by the researcher and an unknown part which is treated 
as random. The logit model is obtained by assuming that each unknown part is 
independently and identically distributed extreme value (Type 1). It also assumes a linear 
function of the explanatory variables (Morley, 2011, p. 2). As with most probability models, 
the logit model is often estimated using survey data providing large amounts of independent 
observations and thus also wide range of variations.  
However, some concerns have been raised with using logit models for estimation of 
willingness to pay. For instance Garcia (2003) sites the problem of restrictive distribution 
assumption which may lead to estimation unreliability. Using the probit model in addition to 
the logit provides a check on this assumption and the IIA assumption. 
In short, the logit model was used for analysis of the data from this research for the following 
reasons: 
• Binomial research data; 
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• Model successfully applied to related fields such as e-commerce; 
• Data derived from survey with many unique observations. 
Two matters to do with the independent (predictor) variables required consideration: the form 
of the behavioural variables and of the payment variable. Eight behavioural independent 
variables were constructed as binary variables, allocated a value, either a ‘0’ or ‘1’ as shown 
in Table 17 below: 
Table 17 – Independent variable coding values 
Variable 0 1 
Context Non-mobile On-the-go 
Trust Infrequent Frequent 
Online community Infrequent Frequent 
Online content generation Infrequent Frequent 
Special interests Infrequent Frequent 
Opinion news Infrequent Frequent 
Bundling Infrequent Frequent 
Special offers Infrequent Frequent 
 
The logit model was originally estimated with these variables represented by all their 
constituent questions (rather than as constructed above), but this did not fit as well and 
nearly all the individual questions were not significant. The constructed variables were more 
powerful measures of these constructs.  
The payment variable can enter either as dummy variables for the different payment levels, 
or as the specific amount as the value for a single payment variable. The dummy variable 
approach was preferred, as it allows for a more general (e.g., nonlinear) price impact on 
WTP and does not impose the same impact on WTP from a $1 increase from $1 to $2 as 
from $20 to $21. In the event, the results with a single payment value variable were only 
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slightly inferior to the model used, and found the same pattern of significant variables and 
impacts. Including the payment measures in the model means that the effects of the other 
variables are after controlling for payment amount. 
As there was no underlying theory explaining why the variables in the model might be 
significant, but rather they were identified through literature and in conversation with industry 
specialists, all the variables were initially included for the first run of the regression. During 
the following steps the least predictive variable was taken out and the regression re-run. The 
nine variables were removed from the regression analysis due to their lack of predictive 
power (not statistically significant at .05 level) are as follows: 
Step1 – Work status 
Step 2 – Region 
Step 3 – Gender 
Step 4 – Content generation 
Step 5 – Context (non-mobile) 
Step 6 – Community 
Step 7 – Bundling 
Step 8 – Special interests 
Step 9 – Education 
Step 10 - Personalisation (sources) 
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The final model thus contained Age, Income, Trust, Opinion News, Context-mobile, 
Personalisation-telling and Special offers as the independent variables. Figure 18 below 
depicts the final model of willingness to pay for online content. 
The model had a predictive success rate of 70 per cent overall (83 per cent of ‘No’ 
responses and 49 per cent of ‘Yes’ responses correctly predicted). This means that 70 per 
cent of individuals’ willingness, or not, to pay in this data set is predicted correctly by the 
statistical model. This provides a measure of how well the future outcomes of users paying 
for online content are likely to be predicted by this model. This also means that 30 per cent 
of the behaviour is unaccounted for by this model and thus that other factors can potentially 
influence user behaviour. However, an ability to predict 70 per cent of user behaviour is 
considered to be good. Multicollinearity was tested for and was not found to be a problem.  
The modelling requires that a Reference category be selected for each variable to enable 
comparison between answers to the reference category and other category or categories 
within that variable. For instance, the reference category for Trust were people who had high 
 
Figure 18 – Final model predicting user willingness to pay for online news content 
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levels of trust in a news provider; people with low levels of Trust in news providers were 
compared to the respondents with high trust. Similarly with all other variables. The reference 
category for income was ‘prefer not to say’, for the age was under 18 years old and for 
payment magnitude was $20 per month.  
The final model is shown in Table 18: 
Table 18 – Final model of willingness to pay for online news content 
Variable B Wald 
statistic 
df  Significance Odds ratio 
Age  - 21.970 6 .001 - 
Age 18-24 1.485 4.066 1 0.044 4.415 
Age 25-34 0.786 1.190 1 0.275 2.195 
Age 35-44 0.967 1.808 1 0.179 2.629 
Age 45-54 1.150 2.559 1 0.110 3.157 
Age 55-64 1.247 3.018 1 0.082 3.480 
Age 65+ 1.012 1.969 1 0.161 2.750 
Income   18.700 6 0.005  
Income under 45k 0.040 0.052 1 0.818 1.040 
Income 45k-70k 0.221 1.786 1 0.181 1.247 
Income 70k-100k 0.218 1.766 1 0.184 1.244 
Income $100k-$150k 0.601 10.180 1 0.001 1.823 
Income over $150k 0.516 5.518 1 0.019 1.675 
Income not specified 0.055 0.110 1 0.740 1.057 
Personalisation -0.771 76.653 1 0.000 0.462 
Opinion section -0.241 9.166 1 0.002 0.785 
Special offers -0.462 25.801 1 0.000 0.630 
Context (mobile) -0.192 3.147 1 0.076 0.825 
Trust -0.346 16.092 1 0.000 0.708 
Payment  390.081 6 0.000  
Paying 50 cents per 
month 
2.588 193.592 1 0.000 13.306 
Paying 1 dollar per month 2.742 221.174 1 0.000 15.513 
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Paying 3 dollars per 
month 
2.138 131.996 1 0.000 8.479 
Paying 5 dollars per 
month 
1.603 76.464 1 0.000 4.970 
Paying 7 dollars per 
month 
1.145 36.559 1 0.000 3.143 
Paying 10 dollars per 
month 
0.995 24.893 1 0.000 2.704 
 
Gain in 2log likelihood over null model (a model stating that the proposed variables will have 
no effect on the dependent variable) is 656.769 (df = 21, p = 0.000), McFadden rho = 0.14, 
Cox and Snell R-square = 0.173 and Nagelkerke R-square = 0.237. For further regression 
diagnostics, residuals etc. see Appendix 1. 
The odds ratios show the magnitude of the likelihood of that behaviour. For instance Age 45-
54 years has an Odds ratio of about 3, which means that people who are in that age group 
are about three times as likely to pay for online content than people who are under 18 years 
old (the reference group). 
It is important to note that the following initially considered variables were not significant in 
their impact on willingness to pay: 
• Gender 
• Location 
• Education 
• Work status 
• Online community 
• Special interests 
• Contributing content 
• Bundling 
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• Context (non-mobile) 
I was interested to see which of the variables influenced user behaviour towards paying for 
online news more than others. Overall, the readers’ age was a strong predictor of the 
willingness to pay. The Odds ratio provides more information on the age groups’ WTP. 
Readers who were aged between 18 to 24, were most prepared to pay (48%) followed by 
those aged between 55 to 64 with those under 18 years being the least prepared to pay (as 
all other groups have a positive coefficient). These results accord generally with the age by 
willingness to pay pattern previously shown in Table 8, but are more informative as they are 
after controlling for all the other variables in the model. 
Income was another strong predictor, particularly for those earning $100,000 or more. For 
those with other income levels, and especially less than $45,000, income was a weak 
predictor of WTP. 
Special offers were a strong predictor with people who were interested in obtaining special 
offers with their online news subscription having higher willingness to pay for such 
subscription. This is the external variable with the strongest predictive power: the ‘gut feeling’ 
that we all like to get something for nothing is still highly influential factor in people’s 
shopping behaviour.  
News personalisation was another strong predictor showing a negative influence. This 
means that people who did not want their news personalised had less willingness to pay for 
news online (less than half as likely as those not interested, by the Odds ratio) than people 
who did want their news personalised either by the news provider or by themselves.  
Trust was the next strongest predictor with people who placed did not trust their news 
provider being only about 70 per cent as likely to pay as those who did trust.  
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People who were interested and valued reading news articles that freely expressed a 
particular point of view (opinion) were more likely to pay.  
Finally, users’ context of use had the least predictive power of the willingness to pay for 
online news with people who were more mobile tending to pay for content only about 20 per 
cent more likely that those who read them while stationary (e.g. in the office or home).  
It is not surprising that out of external variables ‘special offers’ and ‘personalisation’ had 
strong influence on the user’s willingness to pay, however it comes as little less expected the 
relatively small influence of the opinion news and users’ context – where the user is reading 
the news, in the office, on the train, at home, both being seen as strong predictors by 
Fairfax.  
The probit analysis results are very similar, and confirm the logit results. The coefficient 
values differ, as expected, because of the different models, but the same variables and 
patterns of significance and impact are found. See Appendix 2. An exception is that Region 
is marginally significant (t = -2.065, p = 0.039) indicating metropolitan respondents are less 
likely to say they are willing to pay than regional respondents, and Context (mobile) is not 
significant (t = -1.361, p = 0.177). A simple crosstabulation of Region by WTP showed no 
difference (63% WTP in both regional and metropolitan areas; pearson chi-squared = 0.004, 
df = 1, p = 0.953), so the possible significance of Region in the probit model is not 
considered important – a further reason for preferring the logit results. 
5.6 Free text input analysis 
At the end of the multiple choice questions, participants were asked to provide a free text 
answer which asked them to detail what factors they think would encourage them to pay for 
online news content. Participants were asked to keep their answers short, no more than 250 
words. All respondents provided some input to this question. The free text responses were 
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manually analysed by reading and sorting all of the responses to identify emerging themes 
and keywords. 
The themes that have emerged from the comments provided by the participants were a mix 
of the factors which were included in the analysis of this study (for instance Trust) and a 
number of additional ones which were not included. The major themes were as follows: 
Content personalisation 
‘Personalisation and immediacy are the 2 key benefits of receiving news content in this way. 
It would be fair to pay for these guaranteed benefits’ 
Advertisement free content 
‘Being able to read a news article without seeing a damn flashing advertisement? 
Priceless…’ 
‘Advertising free news articles and videos as well as better journalistic report. Newspapers 
need to report more on the real news and less on social ‘fluff’.’ 
Quality journalism 
‘Knowing that content is well written by intelligent well-informed journalists – reliable and 
without political spin’. 
‘Live, on the ground coverage of events both in Australia and internationally.’ 
‘High standards of investigative and everyday journalism in the Australian media; but I 
dream’. 
Up to date news content (including extensive national and international news content) 
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‘Non biased, up to date content, with no advertising or pop ups’. 
‘If the content was very relevant to me and the most up to the minute – reliable and valid 
content.’ 
Trust in the news provider and thus veracity, authenticity and independence of news 
‘Unique content that is reliable and created by a trusted and informed source’. 
‘The content would have to be from credible sources and would need to feel compelled to 
read the material.’ 
Special offers available only to the subscribers 
‘I think you need some kind of vouchers, competitions or bonus exclusive material to 
encourage pay for content’. 
‘Competitions, coupons I’m sucker for free stuff’ 
Special interests from specialist sources and field experts 
‘If it was only news of interest and it didn’t take that long to read as I can’t afford too much 
time on the computer with a family.’ 
‘I’d only pay if it had writers I particularly valued writing interesting content, so not news 
alone’. 
Unique content that is not easily accessed from other sources 
‘It would need to be high quality content preferably that which had features not available 
elsewhere, e.g., in a news article on the Congo links to maps, history, bios of relevant 
people, and other articles.’ 
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Availability of short snippets of news but also in-depth analysis with links to primary sources 
‘Wide selection of most up to date and in-depth information from across the world, with 
option of customization, without intrusive advertising’. 
Low fee 
‘Low fees. For it to be easy to access on mobile phone and quick to download.’ 
An ability to access archives and archive articles of interest 
‘I pay for several iPad app subscriptions and would pay more to access my hometown 
paper, The Canberra Times, that way. I’d pay more to be able to archive some pages, and to 
share stories via Twitter/Facebook. Would pay for ABC iView content I’ve missed.’ 
News written for mobile devices, anywhere anytime 
‘A better means of delivery – ie no advertising, and better layout/support for mobile 
applications’. 
Availability of news feeds 
‘Advertising is not required – but an up to the minute news feed is…Australian, international 
& especially travel articles are what I would want.’ 
Integration with social media such as Facebook 
‘Exclusive, customized and up to date content. Integration with social media using tools like 
facebook connect that make news a social experience. More localized content.’ 
Provision of hard news instead of ‘media hype and celebrity ‘news’ 
‘If I knew the content was accurate and reliable without ‘media hype’. 
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‘If it was real news not nonsense about ‘socialites, celebrities, sporting heroes’ etc. Sick of 
reading about ‘dinner parties in Toorak with Oprah’ etc. Real news please.’ 
Content contribution and commenting 
‘Exclusive content, frequent giveaways, fast loading and appealing interface and well-
serviced forums/commentability and shareability would attract me to such a service’. 
The overwhelming majority of respondents wanted to have personalised, advertisement free 
content written by well known journalists writing quality content that is up-to-date and the 
inclusion of special offers not available to non-subscribers. 
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CHAPTER 6  
Discussion And Conclusion 
This study uncovered a number of highly important insights. I have found that people are 
willing to pay for online news content although the price they are willing to pay is not high, 
around one dollar per month. I also looked at what factors played an important role in 
predicting willingness to pay. What I found was that significant factors driving this willingness 
to pay for online news content and displayed in order of magnitude are: 
• The reader’s age 
• Income of the reader 
• Special offers  
• An ability to personalise news 
• Trust in the news provider 
• News content expressing opinion, and 
• Person’s context of use – being mobile or stationary while consuming news content. 
6.1 Key factors in willingness to pay 
The following sections will look at each of these key predictors in more detail. The discussion 
draws on the analysis of Chapter 5 and the thoughts and findings of authors (Garcia, 2003, 
Sugai and Kim, 2008, Dou, 2004, Ahlee and Malmendier, 2005, Oestreicher-Singer and 
Zalmanson, 2010) along with the researcher’s own reflections and speculations. 
6.1.1 The reader’s age 
People who were older were less likely to indicate that they were willing to pay. The stronger 
opposition to paying for online news content by older people may be explained by the fact 
that older users are more used to online content being free. Younger people have grown up 
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with less of an expectation that ‘online’ means ‘free’. It can also be speculated that older 
people are more conservative in their habits – slower to adapt to new ways of doing things. 
Younger people may be more open to change, as they have grown up in a time of more 
rapid change. This is probably not a highly surprising finding as people with higher incomes 
have more disposable income. 
Taking a closer look at the propensity to pay for online news content, it appears that the 
highest support for payment was demonstrated in two distinct groups: 18-24 years, and 45-
64 years. At first glance these two groups appear radically diverse, with nearly a generation 
between them. However, these groups have more in common than meets the eye. The key 
common factor between the two groups is financial security. The younger group (18 to 24 
years of age) are still likely to be supported by their parents – they still live in the family 
home, study, have relatively few expenses and are likely to earn and income from a part 
time job. It is common in Australia for young people to continue living in the family home until 
they finish university, which is usually around 24 years of age. This finding may also be a 
reflection of the slight skew that our study population has toward those with a tertiary 
education. The second group, the 45 to 64 year-olds, are probably also financially secure. 
Their children are likely to be independent, the mortgage paid-off, and they are still in paid 
employment. Thus the two groups have a strong similarity in their sense of financial security 
and this could contribute to their for preparedness to pay for online news content.  
6.1.2 Income of the reader 
The relationship between income and willingness to pay is less surprising. The willingness to 
pay for online news content increased with the increase in the respondents income levels. 
The higher the income the more disposable income the person usually has. Thus, not 
surprisingly, the group most willing to pay for online content were people who earn $150 
thousand per year and more. The results of this study parallel the findings of research into 
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general online purchasing behaviour where typically people with higher income levels are 
more likely to buy online, for instance see (Soopramanien and Robertson, 2007). The slightly 
more intriguing finding was that the respondents who said they ‘preferred not to say’ what 
their income was, were more similar in their answers to the groups with lower income 
brackets. There is anecdotal evidence that people with highest incomes tend to respond 
‘preferred not to say’. Respondents who said they ‘prefer not to say’ were very different in 
their responses towards willingness to pay for online content from those who said they 
earned $150 thousand plus. In our study, people who preferred not to disclose their income 
were most similar to the group of people who stated they earn less than $45 thousand a 
year. Perhaps the assumption of high income in the group who do not disclose their income 
should be revisited. It may also be possible that those who are unwilling to report their 
income are also unwilling to report their willingness to pay for news online. 
6.1.3 Special offers 
Overall, ‘special offers’ was the third strongest factor - and the strongest external factor – 
affecting users’ willingness to pay for online news. The importance of special offers was also 
echoed in the remarks made by many respondents to our survey using the free text option, 
Many of them commented that they wanted to see something unique and only available to 
them if they pay. Once again, this comes down to the value – if I am paying for something 
that everyone else is getting for free as one user put it simply ‘…it sucks, doesn’t it’. The 
majority of people suggested that such additional value can come from special offers, 
coupons, competitions and so forth. Thus the special offer factor may be an expression of 
the ‘value add’ and uniqueness of what the users want to feel they are getting from their 
subscription. The ‘uniqueness’ was mentioned in numerous answers and suggests that news 
providers need to think what and how they want to offer their subscribers to ensure they 
providers something that users will feel is of additional value, over and above news content ‘I 
can get elsewhere for free’. 
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6.1.4 An ability to personalise news 
Personalisation was also a strong predictor of the willingness pay and was the fourth 
strongest predictor of this behaviour. Content personalisation can occur in at least two ways 
– via active or passive personalisation. Active personalisation occurs when users 
themselves select topics of interest and are then served news on the topics they have 
indicated interest in. Passive personalisation occurs when the news provider tracks user’s 
readership patterns and then provides content based on the preferences implicit in those 
patterns. In this study I asked users which of the methods they would prefer. The 
overwhelming majority suggested they wanted to customise their content rather than 
relinquishing this task to the news provider. Privacy is a likely concern of people who do not 
want their online habits to be studied by large corporations. Another issue may be that users 
do not trust the company to accurately understand their interests based on their reading 
patterns. I may from time to time read content that is of less interest to us. Thus tracking 
topics that the users read may not always prove to be an accurate means of predicting their 
future reading interests. 
Personalisation goes hand-in-hand with the mobile environment (another predictor of 
willingness to pay and discussed below) when we consider accompanying time limitations, 
smaller screen sizes and other limiting factors. This means that consumers want to be able 
to access only the content they are interested in as they do not have time nor do they have 
full capacity of their attention to sieve through voluminous news articles that may be of little 
interest to them. 
 
6.1.5 Trust in the news provider 
The fifth most influential factor highlighted by this study is that of people’s trust in a news 
provider. Newspapers and news websites were the most trusted sources of the news - much 
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more so than radio or television. Thus the trust aspect should be one of the key promotional 
aspects for online newspapers. Trust of course is not easily earned and even harder to 
maintain. The news provider needs to ‘tick’ a number of boxes to be trusted, not least of 
which is having good overseas bases with reporters being on the ground around the globe, 
high calibre reporters and journalists, and be seen as an impartial reporter or worldwide 
events. Such requirements don’t come cheap (see for example Holmes, 2010) and most 
news corporations would be struggling to keep good reporters and maintain bases globally 
especially with the current ‘crises’ of falling revenues and readership. However, the fact that 
newspapers still enjoy the highest public trust is an important insight, something that the 
newspapers should strongly consider when it comes to their organisational size and 
structure as this may substantially impact the size of their potential subscriber base and their 
bottom line in turn. 
Another possible reason why print media (newspapers) are generally considered to be more 
trustworthy than radio or television is that newspapers have generally printed both daily 
news and the results of longer-term investigations. There have been instances where 
newspapers have conducted long-term investigations into certain issues and published 
impartial and revealing ‘expose’ pieces. This tradition does not exist with commercial fast-
turn around radio and television, which are more immediate mediums. The possible 
exceptions are the ABC in Australia and the BBC in the United Kingdom, which are publicly-
funded broadcasters which run public-interest investigation style programmes. Good 
examples of the expose pieces and campaigns that have earned newspapers trust would be 
the British MPs Expenses Scandal (revealed in The Telegraph), and The Sunday Times 
campaign for compensation for Thalidomide victims. 
There has been a lot of talk about new blogs being a threat to newspapers, perhaps even 
replacing newspapers in the future, see for instance Friedlein (2009). This is, however, 
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highly questionable. Only a small minority of people in our research suggested that they 
think news blogs provide reliable news. Blogs will of course find their place in the new media 
landscape, but they may not change that landscape as much as some pundits had 
predicted. Once again, it is clear that much of the ‘threat’ talk may be created by media and 
‘expert’ hype but has little evidence in customer behaviour. Blogs, which are opinion based 
news are of interest for more of an ‘entertainment’ type value. It is hard to see how they 
would ‘compete’ with news providers on the basis of factual and global news provision. It is 
hard to see how the two can be seen as competing on the same playing grounds. While I am 
not suggesting that the blogs are doomed to become irrelevant and obsolete, the prospect of 
news blogs being a threat to news organisations is certainly questionable. 
6.1.6 News content expressing opinion 
Many people seem to like to read articles that present the news from a specific angle rather 
than present it in an ‘objective’ light. Whether such objectivity in journalism is at all possible 
is arguable and many authors, notably Herman and Chomsky (1988), would suggest that it is 
not. Opinion news, nevertheless was a strong influencing factor on the readers’ willingness 
to pay. 
People are social creatures and have evolved to live in groups, communicate and exchange 
ideas (Cozolino, 2006). It is quite natural for people to hold views and expect others to do 
the same. This interest in hearing other people’s opinions may be to some extent 
responsible for the finding that people have a keen interest in reading opinion news, as 
people may naturally be pre-disposed to search for opinions. An article that expresses 
opinions may also be seen as more ‘personal’ making it of more interest than the less 
personal and ‘cold’ factual piece.  
Reading opinion pieces may also help people form and develop their own opinions. There is 
less effort required to react to an existing opinion that there is to formulate a new one. 
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Objective facts require analysis, context and interpretation before opinions form. In reading 
existing opinions, readers can absorb both the objective facts and the subjective 
interpretations of them, and develop their own opinions from this basis. 
Once opinions are developed, they form a basis from which we can emotionally engage in 
content. Reading an opinion we agree with may make us feel comforted, validated or even 
proud. But reacting to opposing opinions can also be deeply emotionally engaging. 
Opposing opinions can be challenging, frustrating or even enraging – but they are all 
engaging. All in all, opinion based news content can inform us, engage us, and reward us as 
fundamentally social beings. 
6.1.7 Person’s context of use 
The final significant factor of users’ online news purchase behaviour is the context in which 
this content is being consumed. I found that people who tended to read their news on mobile 
devices showed a higher propensity for willingness to pay. As more and more people lead 
highly mobile lives, the consumption of news content often occurs during slices of ‘spare 
time’ while travelling from place to place. Not surprisingly, people who accessed news on 
mobile devices were more likely to say they would pay for the news, as did the people who 
wanted an ability to personalise their news content. 
Considering both mobility and personalization, it may be that what users are really willing to 
pay for here is practicality and convenience. Clearly it is easier and more pleasant to walk 
onto the train with a tablet device and read a personalised selection of the news than it is to 
buy a newspaper (and possibly a magazine or two) and then have to worry about carrying it, 
opening it and finding the content you want, and then disposing of it. This may be a 
convenience worth paying for. And, in the same way that newspaper subscribers are willing 
to pay for the convenience of having the newspaper delivered to their home or office, they 
may be willing to pay to have it delivered to their personal tablet or phone. On the other 
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hand, there is an argument that users have already paid for this practicality and convenience 
in the purchase price of their electronic device. Users may begrudge the fact that, after 
paying a large sum of money for their phone or tablet, they have to pay again to see the 
same news content that others without phones or tablets are seeing for much the same 
price. Reading news on a phone or tablet saves the publisher the costs of printing and 
distribution so shouldn’t the reader at least share that saving with the publisher?  
Some things are not important to news readers 
Looking at the factors that had a less-than-expected influence over user behaviour, several 
interesting observations can be made. Currently a lot of emphasis is placed on special 
interest news such as Business and Finance, Sports and Travel and Leisure. Many news 
publications place this content behind a pay wall. However, our study suggests that people 
with strong special interests were not more likely to pay for the news even if they were avid 
readers of special content such as Business and Finance. This is an interesting finding. It 
could be the case that the users are more likely to be willing to pay for special interest news 
only if it comes from a special interest publisher. That is, a person may be willing to pay to 
get computer news from a computer magazine or computer news site, as such sites are 
perceived as specialists in the field. However, the research suggest that there is little 
willingness to pay for special interest news provided by a general news provider such as The 
Age. This finding is highly pertinent to many news providers who are considering leaving 
their general news free but placing their special topic content behind a paywall. If our 
research holds true, such a model would not work from the revenue perspective and users 
would turn to specialist providers such as The Financial Times for business and finance 
rather than pay a generalist news provider for this content. Further research into this aspect 
of user perceptions and willingness is required. 
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Similarly, bundling of news with other content such as videos did not provide users with 
additional incentives to pay. But we must be cautious here – the failure of video to enhance 
the willingness to pay may reflect local issues. In our case, the finding may reflect the fact 
that internet access in Australia is generally slow, metered and expensive when compared to 
many other markets, and the long awaited National Broadband Network may improve the 
situation. This interpretation is also strengthened by the fact that people who read news 
content while on-the-move are the ones who are more prepared to pay. Mobility’s influence 
on willingness to pay was discussed earlier in this section. Information consumption while on 
the move is more narrow and limited compared to fixed location consumption. It is usually 
constrained by time limitations, surrounding noise and other environmental distractions. Most 
importantly data charges on mobile devices are still prohibitive in Australia with users often 
paying per-megabyte for the data they use. In light of this, accessing video content while 
reading news may not appear as such an attractive proposition as initially thought – there is 
a feeling that, while watching a video, the meter is running and the costs are climbing. Thus 
video and special-interest content may be interesting and attractive but not enough to make 
people want to pay for them. 
Another peculiarity of the Australian news landscape may also be having an impact on 
Australian users’ preparedness to pay for video content. Many of the newspaper companies 
in Australia also own radio stations, and have developed the habit of presenting audio clips 
from the radio stations on the newspaper websites as ‘video’ content. Users will be invited to 
see a video version of a news item. They will click an image to ‘start’ the video playing, and 
will be presented with a video advertisement. Then, they will see a static graphic – usually 
something like a picture of a microphone – while the audio content is played. Another 
common use of video by Australian websites is simply presenting a YouTube video on a 
news item page. If Australian users are becoming used to this, it is not surprising that they 
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place little value on the ‘video’ as offered by newspaper websites. There may be more 
willingness to pay for high-quality and produced-for-purpose video. 
The presence of online communities and the ability for readers to contribute news content 
were also features that, while they may be interesting and novel, did not provide enough 
additional incentive for people to want to pay for online content.  
It may be argued that the lack of activity on the social networking sites observed in this 
research is due to the sample being skewed towards older people. However, such 
assertions may be difficult to substantiate as a greater proportion of people using such sites 
are those aged 50 plus. The data from Pew Research Centre shows that the growth is 
slowing in the younger age groups, amongst those between 18 to 29 and 30 to 49 years of 
age. However, the numbers are growing for those aged 50 to 65 and 65 plus. People aged 
over 50 in 2010 accounted for 42 per cent of all social networking users increasing from 22 
per cent only a year ago (Madden, 2010). 
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An alternative way of explaining the lack of impact of online communities on the willingness 
to pay for news content is that they are phenomena that can nowadays found all over the 
internet and are usually free. They are free in a sense that people don’t usually need to pay 
a financial fee to belong to one. Of course, people ‘pay’ for them in other ways such as 
needing to register, contributing to the content or by having to plough through large volumes 
 
Figure 19 – Ages of users on social networking sites (in percentages) 
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of content to find something of value and interest. In such online spaces, there is little or no 
editorial work done, and thus information lacks categorisation, organisation and (once you 
actually find the information) quality and clarity. Thus it takes more time and effort to extract 
value from such content. Finally, content generated by online communities may have social 
value, but little factual value or veracity. Thus online communities may in fact provide very 
little incentive for users to pay, especially if users want factual, reliable news content.  
People who contribute content that actually does have value – such as those who capture 
video footage of important events – would probably want to be rewarded, not charged, for 
the provision of that content. If a ‘citizen journalist’ happens to procure or produce something 
that is good enough for a news provider to publish, then they may expect to be paid for it in 
the same way that a professional journalist would. Another possible explanation for the 
content contribution lack of influence on users’ willingness to pay is the fact that most people 
probably do not have time for such an activity. Creating content requires considerable time. 
It takes time to compile and express one’s thoughts in a logical form. Then there is grammar, 
spelling and story flow to worry about. Not everyone has the right combination of skills and 
abilities to create usable content. After all, you not only have to be able to write clearly, you 
have to grapple with the technology and hassles associated with formatting, re-sizing, 
uploading and so on. There is no point even thinking about any of that if you don’t have 
reliable internet connectivity at the right time and place.  
The study revealed a slew of factors that were found to have no significant impact on users’ 
willingness to pay for online content. What is most interesting about those factors is that they 
have all been tried. Some are still being offered with hope, but no guarantee, of success. 
These include special interest news, video bundling, online communities and content 
contribution. 
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For instance, The New York Times has placed content of its top columnists behind a pay 
wall, only to find that readership figures slumped. (Johansmeyer, 2010). Most iPad 
applications for newspaper include extensive video content. Most online news websites such 
as BBC News, The Age, The New York Times, The Guardian and many more are doing 
exactly the same, adding more and more videos. Most executives interviewed at Fairfax 
Digital - as discussed in more detail in Chapter 3 - The Age Case Study, also suggested that 
they expect video to grow and become one of the key propositions for their future success. 
Online communities have also been widely experimented with, Orbyt and Group Leisure 
Online both having online communities and most other newspapers building-up for online 
communities by allowing user comments on the news articles. Unfortunately, our research 
suggests that all these initiatives provide little to no incentive for users to pay. That is not to 
say that people don’t like videos or that they won’t participate in an online community, but 
these are not the incentives that will drive users’ desire to subscribe. People don’t suddenly 
reach for their wallet at the sight of a video or a comment form. News providers need to be 
looking at other ways to persuade people to pay. 
Price of news 
So what will make users to want to pay for online news content? A price seems to help. One 
of the most interesting findings is that when simply asked if they would pay for online news 
content per se, people tend to feel strongly that they would not. However, when given an 
actual concrete price, responses were more positive, with the majority of people saying they 
would pay (at the lower price levels). To some extent this may reflect the difference between 
an ‘emotional response’ and a ‘practical response’. There has been a lot of debate and an 
outcry from the public that the internet and news should be free and many people are 
perhaps just ‘taking sides’ and thus stating they are not willing to pay. They are providing an 
obvious initial reaction. However, once practical thinking is applied and people are asked if 
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they would pay a certain figure for news, such as a dollar or three per month, they are 
evaluating the proposition from a practical viewpoint and thus are not stating the ‘widespread 
view’. Of course, it is important that the most acceptable figure to end users were between 
50 cents to 3 (Australian) dollars - with one dollar being the most accepted dollar figure per 
month - after which figure the positive responses decreased substantially. 
The role of advertising 
Another important finding of this study relates to user responsiveness to advertisements in 
different mediums. News websites have long been competing with television and radio for 
the advertising dollar. The results of this study suggest that advertisers would be well 
advised to spend their money with online news providers as more people act upon 
advertisements on news websites than those on television or radio. There may be a 
relationship with the trust that users have for ‘newspapers’ over radio and television. It is 
also likely that acting on the news website advertisement is ‘easier’ and more instantaneous. 
Users can easily click on the advertisement and be provided with the extensive details of the 
offer and usually an ability to act on it. When it comes to the television and the radio, acting 
on the offers may require more steps such as making a phone call or going to the specific 
website for information. It is not ‘there and then’ and thus more effort is required on users’ 
behalf. This may contribute to the lower uptake rate for television and radio advertisements 
compared to that of news website advertisements. There may be implications here that 
direct how advertising budgets are shared across media – with brand-building funds going to 
television while campaigns that require a direct response or immediate action going online. 
However, future research would be required to explore this before any substantiative 
propositions can be made. 
The relationship between paid news content and advertisements is also worth exploring. 
While a number of news publications worldwide have put their news content behind a pay 
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wall, and Fairfax have indicated that they will be following suit, this direction was not popular 
with all of Fairfax’s internal stakeholders. Mike van Niekerk, Editor-in-Chief at Fairfax Digital 
suggested that they would never put their content behind a pay wall as that would damage 
their ‘strong advertising model’. This is an interesting point. The newspaper industry seems 
to be looking at dual but conflicting opportunities provided by mobile devices. They expect 
mobile platforms to support paid-for content, but also expect that ‘advertisers will once again 
pay premium prices to reach [audiences on mobile devices]’ (Simons, 2011a, p. 32). Can 
both hold true? I would suggest not. Users are expecting free content online (mobile or 
otherwise) and are prepared to see advertisements placements with free content. However, 
this is not the case with paid content. Users would be most unhappy to pay for online content 
and still have advertisements flashing at them. Numerous comments provided by 
participants in our survey stated that one of the incentives for paying for online content would 
be to have advertisement-free content. I therefore support the view that putting news content 
behind a pay wall would hurt advertising revenue. 
Of course things may not be so black and white. Advertising approaches may need to 
change to adapt to user expectations – such as providing contextual advertising. For 
example, an article about an artist may have an advertisement promoting their show. Such 
advertising raises important issues of editorial independence, but this is outside the scope of 
this study. Fundamentally, however, paid online content and advertisements are not 
compatible from a user’s perspective, and the successful implementation of a model 
incorporating both aspects will be challenging.  
There is another important point here. Traditionally, advertising based revenue models 
measured success in terms of quantities of ‘eye balls’. In other words, success was 
measured by how many people were exposed to the content and, therefore, to associated 
advertisements. However, user pay models will not work the same way as users only pay for 
 173 
 
things they need and/or enjoy. The quality of engagement from the user to the content (and, 
ideally, advertisements) is much greater. Thus there may need to be a shift in thinking from 
‘quantity’ to ‘quality’ when evaluating success. As Simons puts it ‘The future of Fairfax is no 
longer expressed in terms of numbers but payment; not quantity of audience, or not only 
quantity, but quality and intensity of connection’ (Simons, 2011a, p. 36). That connect and 
the quality of engagement is what will probably spell the success or failure of most news 
organisations. The assumption that people expect advertising free news content for which 
they paid was strongly supported by the comments provided by the respondents at the end 
of the questionnaire. Most stated that if they are to pay for online news content they 
overwhelmingly do not want to see advertisements. Not surprisingly, people may be willing 
to pay for what they want, that is quality, personalised and up-to-date news content. 
Advertising, on the other hand, is not something that people want, but rather something that 
people dislike, and making someone pay for something they don’t like is a difficult sell. As 
we will see in the section below, many free responses provided by the respondents to our 
survey suggested just that, that if they were asked to pay for online news, they would want 
this content to be advertisement free. 
 
What respondents suggested 
What people value and may be prepared to pay for is quality of journalism. Journalism that 
covers wide range of stories nationally and internationally coming from media companies 
that have journalists on the ground who are able report such events. An ability to read high 
quality journalistic content from journalists people know and respect is a strong attraction to 
most news consumers. This is not something new. It is also not new knowledge that people 
want first hand information coming from sources on the ground and not second hand re-
purposed content. However, while this is not new, it is something that news organisations 
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are struggling to maintain due to the high cost of international offices and staff and difficulty 
in keeping high calibre journalists.  
To earn and maintain the status of the media company that provides high quality journalism 
may be harder that it seems. From the interviews with The Age stakeholders it appears that 
the company believes quality journalism is one of their key strengths. They emphasise that 
the quality of The Age’s journalism is why they retain their readers. For instance, during the 
interview, Rosemary Fisher, Strategy and Implementation Director emphasised that The Age 
retains readers because of people’s perception that the newspaper has high calibre report 
think they have high calibre reporters and independent news content. However, comments 
by the actual readers paint a different picture. A prevalent feeling is that The Age has an 
agenda and reports its proprietors’ views.  
A perceived lack of quality news was evident in user sentiment: 
‘It would have to be VERY good, better than the Age’. 
‘If it had the look and feel of The Age it would be The Age so why would I bother? 
‘high standards of investigative and everyday journalism in the Australian media; but I 
dream’. 
‘only if the content were more informed, intelligent and literate than is provided by the 
excellent Age newspaper’. 
‘quality journalism as opposed to what you get in the Murdoch newspapers. There seems 
more opinion than facts currently’. 
A lack of trust in the publication could also be sensed: 
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‘A news service which canvassed a variety of international sources/newspapers/opinions. 
The Age often does not report what it deems to be of no interest, and also does not correct 
mistakes (eg Israelis did not bomb school; retracted in international [press], but not The 
Age). 
Users’ comments reiterate the point that news corporations may need to look into this area 
again and perhaps need to continue investment in quality investigative journalism nationally 
and internationally if they are to go the paying for content route. Not only will this provide 
users with the desired quality journalism, it will also contribute to the trust and uniqueness of 
the offer both shown to be strong drivers for users to pay.  
 
Advertising free content is a variable that was not included and tested in the model tested 
in this study but was one of the top factors respondents identified as key drivers in the 
decision to pay for the news content online. Another detail that figured over and over in 
many responses was ‘Up-to-date content’. This factor was not explicitly measured by our 
study but one can perhaps argue that up-to-date content is a given factor for any news 
publication and perhaps forms part of the notion of news. Up-to-date content is part and 
parcel of newspaper business without which news organisation would not be able to survive 
whether online or in other mediums. It can also be argued that ‘up-to-date’ is a component of 
the Trust variable and is account for via it. An ability to personalise news content was 
included in the model and shown to be a strong and significant predictor of users’ the 
willingness to pay.  
 
Reading and archiving articles of interest was also mentioned by a number of respondents 
who suggested they wanted to archive articles they liked and have an ability to search 
historical archives for articles published in the past. Provision of links to authors and first 
sources such as journals or conferences, to enable users to fully explore the topic they are 
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reading about, was also highly valued. It seems that respondents want access to a database 
of high quality news and related content which opens the door and leads to numerous other 
sources to allow users to immerse themselves in the topic of their interest, allowing them to 
research all its aspects. This facility is offered to the subscribers by one of the more 
successful paid online newspapers, Orbyt, which allows users to search its archives and 
communicate with their journalists. Such an ability not only would allow users the rich 
experience they desire, it would also strongly encourage the feeling of trust, personalisation 
and additional value all of which are strong encouragers for potential subscribers. 
 
Many people now spend numerous hours on the internet daily and interact with the content 
and other people via a plethora of methods which include social media. While it may be 
more difficult to get people to come to a specific publication, a wise publication may decide 
to go where the people are. Social media may provide such an opportunity and, as a result, 
newspapers may want to look into integration with tools such as Facebook or Twitter, 
sending regular news feeds to specified applications. Indeed, a number of people suggested 
they would want the news of their particular interest to be integrated with their Facebook, 
reducing the need for them to go from one source to another. Integration could be combined 
with personalisation and special offers enabling the user to receive information that is of high 
interest to them including offers that are of value to them via the channel where they already 
spend considerable amount of time.  
Implications for news organisations 
It is interesting to speculate what impact the above findings have for media organisations. As 
I noted earlier the youngest and the oldest readers seem to be most likely interested in 
paying for online news content which leaves the people ‘in the middle’ typically the bulk of 
the working population as more difficult to reach. People’s age, an internal factor, is 
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something that news corporations cannot influence. However, here is where the external 
factors may play a substantial role. To encourage the segments of the population with the 
demographics that are more difficult to reach, news organisations may need to look at the 
external factors which they can affect and work with those to increase the likelihood of user 
engagement. Special offers were the most significant external factor influencing user 
willingness to pay for news online. Thus the media organisation may need to explore what 
special offers are of most interest to the people in the age bracket more difficult to reach 
(i.e., 25 years of age to 44 years of age) and market such special offers as additional 
benefits for subscription to access news content online. 
In the same vein, offering personalisation will also be a perceived additional benefit to 
people and, once again, something that media organisation have control over. 
Personalisation may be one of the key factors especially for people between the ages of 25 
to 44 as this is the timeframe where a majority of people are busy with work, forming 
partnerships and having a family. Time is clearly a valuable resource for this group. 
Personalisation provides an opportunity for people to easily and timely access not only the 
news content which is of interest to them but also substantially reduce the need for 
ploughing through multitude of articles that are perhaps of little or no interest to the reader. 
As with special offers, providing personalisation to the readers may increase the likelihood of 
subscription of the news content online. 
News presented from a particular point of view may also reduce the time required for news 
consumption as, to some extent, it provides the reader with a ‘ready made’ view. People 
need to interpret the article and form opinions while reading traditional journalistic article 
which typically provides a nonpartisan and objective overview of the events. Instead, an 
opinion article may be of benefit to people who lack the time and perhaps the skill of 
exploring the issue and making their own conclusions. It could also be a more emotional and 
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engaging experience regardless of whether the reader agrees or disagrees with the author’s 
expressed opinion. Most importantly, younger people tend to prefer opinion news to the 
more traditional news content. Younger people are also the segment of the population which 
tends to not read or read less new content. Once again, the opportunity for news 
organisations to emphasise the opinion news content to influence this segment to consume 
the news may increase the subscription levels. While the younger people are less likely to 
read news, the ones that do read appear to be more likely than most other age groups to 
pay for news online. Thus it may be the case that if the newspapers increase the level of 
readership amongst the younger age groups, the subscription levels may also grow. 
Increasing the trust in the organisation, the authenticity of the articles, quality of journalists, 
coverage and timeliness – should also be one of the major endeavours for news 
organisations. While showing slightly less predictive power than special offers and 
personalisation, trust has in the past and most likely be in the future the cornerstone attribute 
required for any news organisation. Thus news organisations should continuously foster trust 
in their readers if they are to retain, maintain or increase their readership and subscription.  
The second of the two internal variables (first being age) – income – was the second 
strongest predictor of the willingness to pay for the news content. People with higher 
incomes were more open to paying for digital news content than those with lower incomes. 
In itself perhaps it is not a ground breaking finding however, it highlights the point that while 
there is a need to concentrate on the segments that are less willing pay the people who are 
more willing to pay and perhaps have more available resources to do so, need to be 
considered as well. It is expected that readers with more disposable income may have less 
aversion to paying for news content. Here news organisations may need to explore how and 
when these segments consume news content. For instance, as another external variable 
contributing to the willingness to pay was mobile context, it can be speculated that people 
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with higher incomes may be more time poor thus consuming news between the meetings, 
while commuting and in general on-the-go. Thus providing appropriate content – written for 
mobile devices, provided in an easy to use interface together with other significant external 
variables such as personalisation may be a substantial benefit for people with higher 
incomes. 
In summary, to mitigate for the internal variables over which the organisation does not have 
control, media companies should be examining external factors they can effectively use to 
impact users’ willingness to pay for their product. 
While both The Times and New York Times are trying to include new, innovative and 
interactive content it tends not to be very engaging, does not incorporate search, quality, 
involvement or some other engaging feature. Essentially they are repackaging existing 
content into a new format without much thought about that content itself. For example, 
leading to the UK’s royal wedding The Times had a royal wedding section in its iPad 
application allowing a user to drag-and-drop different wedding dresses, hats, flowers and so 
forth onto a picture of the bride. It is a dress-up game – as many of us have played with 
cardboard cut-out dolls in our childhoods. There are also some comments from The Times 
writers about each of the dresses, flowers and other items. It is hard to see that a game of 
dress up dolls would be of interest even to a person who is interested in the royal wedding 
and the whole initiative looks more like a gimmick that does not add meaning or 
understanding to the content. An example of a valuable supplement to the content may be 
an explanation of the details of the Nuclear Power Plant in Japan during the Japan’s nuclear 
crisis in 2010. This may include an interactive feature that allows users to press on different 
parts in the picture of the building to see what is inside, view it before and after the 
earthquake, and read details about what happened, how various parts of the reactor 
contributed to the problem and so on. Finally, newspapers can learn from the features of the 
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real estate and car sales sites which allow users to choose and compare information, store 
favourite sections and the like. 
What may be needed to make online news profitable is a paradigm shift. Instead of 
expecting old techniques to attract new revenue, news organisations may need to look at 
new ways of informing and entertaining audiences via new media. They may need to create 
content specifically for new devices, instead of just re-packing content created for printed 
newspapers. Interactivity, audio and video, location awareness and personalisation are 
exciting new ingredients that news organisations seem to be tentatively sprinkling into old 
recipes in the hope that the result will explode with success. It may be necessary, however, 
to abandon the old recipes and come up with a radical new approach from first principles. 
Supporting this theory is the fact that most of what we see online originates from other 
media. YouTube, blogs, and even online newspapers are awash with content that was 
created for, or is created about, television. This speaks volumes about the success of the 
internet as a ‘new’ media. Television leaks all over it. 
6.2 Input into a business model 
A business model is simply a framework in which a company proposes to make money. 
Every business aims to find a novel and effective business model in order to be successful in 
an increasingly competitive environment. To have a successful business model the company 
needs to understand three key aspects of its playing field: (1) the environment in which the 
company operates, including its society, market, technology and consumers, (2) the mission 
of the company; and (3) the competencies that the organisation needs to achieve its 
mission. Importantly these assumptions need to be compatible with both reality and each 
other, be understood throughout the organisation and be tested constantly (Drucker, 1994). 
The first aspect is highly important as it looks at the value and behaviour of the company’s 
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customers. These are subject to rapid change, and hence this is the area where this 
research can contribute most substantially. 
Drucker further argues that businesses can easily fail if their business model no longer 
works. This can be applied to the case of the newspaper organisations where the original 
business models, which were successful for many years, no longer hold up. These 
organisations are being challenged by the development of the technology (the growth of the 
digital realm and its capabilities), the growth of the competition (news aggregators, online 
only enterprises, blogs etc) and changes in consumer behaviour (less time, less attention, 
substantially more choice and wider interests of a broader population). Thus, many news 
organisations fit Drucker’s prescription for failure: ‘reality has changed but the theory of the 
business has not changed with it’ (Drucker, 1994, p. 98). More often than not, once the 
business model starts showing cracks, organisations tend to become defensive and pretend 
that nothing is happening instead of revalidating their assumptions. One key way to see what 
the new business theory for news organisations should be is to look at what their readers 
want and expect from them. 
There have been numerous frameworks proposed for defining business models. However, of 
interest here is applicability to an online environment. In a paper on business models for 
IPTV, Bouwman and colleagues (2008) suggest the STOF model as the most applicable for 
e-commerce businesses. The STOF model was developed by Faber and colleagues (2003) 
and has been successfully used in many domains including mobile services (Haaker et al., 
2006) and e-commerce business models (Bouwman et al., 2006). The model incorporates 
four domains, Service, Technology, Organisation and Finance (see  
Figure 20). The Service domain looks at the value proposition and market segmentation; the 
Technology domain deals with functional requirements; the Organisation domain refers to 
the structure of value network; while the Financial domain looks at cost structure and profit 
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potential. All of these domains interact and are affected by market dynamics, regulatory 
frameworks and technological development. In turn, they define the value to the company 
and the value to the customer (Bouwman et al., 2008).  
The area of the STOF model to which this research can contribute the most is the service 
domain as it looks at the value proposition and profit potential including market dynamics, 
segmentation and competition.  
While the research primarily contributes to the service domain of the STOF model it is worth 
noting first forces that currently affect Technology, Financial and Organisational domains:  
Technology: There has been considerable development in this domain in the last decade. 
We have witnessed substantially increased technological capabilities such as an increase in 
 
Figure 20 – STOF model 
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the storage and processing power of the electronic devices that are used to access digital 
content, decreased cost of internet access and, of course, a greater ability to gather, analyse 
and interpret consumer behaviour and feedback. 
Financial: Financial performance refers to the outcome when the company’s revenue and 
costs are combined. The key changes in this area relate to the decreased revenue coming 
from the advertising and uncertain and primarily non-existent pricing models. 
Organisational: This domain includes the value network for news provision. In this domain, 
major developments have been user generated content, proliferation of content aggregators 
and an ability of the news organisations to have quality journalists around the globe covering 
local news events real time. 
The current research provides many insights for the Service domain. As suggested by 
Drucker (1994) the user and market expectations are important to understand if an 
organisation is to create a successful business model. Consumer and market expectations 
revealed by the current research can be used as substantial inputs into the development of 
future business models for Australian news organisations. 
At the moment economic growth in Australia is modest; revenue from advertising is smaller 
than it used to be whilst the competition for news organisations continues to grow. The 
speed of the internet is still relatively slow and patchy and comparatively high in price. 
However, according to the findings gained through the current research, consumers are 
showing an interest in reading opinion articles and expecting special offers. They are also 
interested in being able to select the news content of interest to them – they want to 
personalise their news, and have the ability to access news content not only at home or in 
the office but also on-the-go. The segment differentiation is also important to take into 
account – older users appear to be less willing to pay for online news content, as are people 
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with lower incomes. We may further speculate that people with lower income would be more 
encouraged to pay or news content when offered special offers alongside their subscription, 
while people with higher income would be more time poor and value an ability to 
personalise. Thus the news organisations would be well advised to utilise positive drivers 
and be flexible to ‘bundle’ them for specific target groups. For example, a subscription offer 
to a high income earner may incorporate an offer to read personalised content across all 
channels and devices (e.g., mobile, tablet, laptop), while also highlighting opinion pieces 
written by high profile journalists. Similarly, customers with lower incomes may be presented 
with a slightly modified subscription offers that highlights exclusive offers more so than, say, 
a multiple device access. Trust in the media organisations was also an attribute highly 
valued by consumers - an aspect that news organisation are well advised to foster and 
maintain. The aspect of reliable, up to date news with an extensive coverage should be 
constantly highlighted by news organisations to their consumers and prospective customers. 
In particular, this aspect may play a larger role in the offers for older consumers who may 
value the trustworthiness of the news events offered by large and well established media 
company more so than a younger consumer who is used to a plethora of avenues for 
obtaining news content. 
It is important to choose the right pricing - an area which is still somewhat poorly understood 
in a digital news world. Whilst the current research showed that one dollar per month was 
the amount most acceptable to users, many other payment formats (e.g., micropaymens) 
still need to be explored to answer the pricing question more fully.  
For instance a survey conducted by Nielsen found that most people were open to small 
payments for online content. See Figure 21 below. 
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While it is not known what insights the below promotional campaign run by The Age was 
based on, it is interesting to see the similarity between our research findings – users being 
most willing to pay one dollar for digital news content – and the pricing offer from the 
newspaper. This campaign was active from June 2012 and at the time of writing (September 
2012) is still current. The findings of the current research was made available to The Age at 
the end of 2011. The offer allowed potential subscribers to experience digital news for one 
dollar per month http://intheage.com.au/digital. 
 
Figure 21 – User willingness to pay for individual pieces of online content (in percentage) 
(Nielsen, 2010) 
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This may prove to be an effective strategy for getting people to subscribe for a price they are 
most willing to pay. During the period of the campaign The Age should provide offers, 
content (e.g. opinion), features (e.g., personalisation) and emphasis on aspects of news 
provision which foster trust (e.g., wide coverage, high calibre journalism, timely news 
provision). There is a high likelihood that such an approach may lead the readers to 
appreciate the value of the digital subscription. This in turn may result in them being more 
willing to pay for this service a higher price. In turn, this may help sustain a healthy news 
media corporation. 
 
 
Figure 22 – The Age one dollar digital subscription offer 
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6.3 Proposed business model for The Age 
Strengths of The Age 
The Age is one of Australia’s oldest and most respected newspapers. It has earned a solid 
reputation for providing both timely and considered content. There is late-breaking news as 
well as editorial content that provides background, context and analysis and aims to 
enhance reader understanding. Editorial features and investigative journalism have been 
strengths of the paper. Subject matter is both local and international and covers a broad 
range of topics.  
Readers of the paper have traditionally been university-educated and from higher income 
brackets. This profile extends, to varying extents, into some of the niche publications and 
websites that come under The Age banner. These include the Good Weekend magazine, a 
Good Food guide and various service- and listing-based websites. From this range of 
assets, as well as ‘sibling’ newspapers in other states, The Age has developed a rich 
database of readers, and this has become an asset in its own right. 
What readers want 
Readers know what they want and are prepared to pay for it. The Age readers want news 
that is accurate, timely, well written and easily accessible. This was highlighted in the 
qualitative responses of the readers in our survey. We also know that they are motivated to 
read online news content which they can trust, that they can personalize and that presents 
news with some context, interpretation and analysis rather than just bland facts. Pieces that 
express the writer’s opinion, even on subjects that are not strictly ‘news’, are also attractive 
to readers – they like to become engaged and involved. 
When it comes to paying for online news, readers are most likely to pay if they are provided 
with special offers that are not available to non-subscribers. They will also pay for content 
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that they can access ‘on the go’, such as via mobile devices or tablets. Those most willing to 
pay are in the 18-24 and 45-64 age brackets – especially if they have a high income. The 
strongest determinant of willingness to pay is the price. Readers were most willing to pay at 
a price point of around one dollar a month. 
Potential business model for The Age 
The Age has already implemented a subscription model. While the website remains free, 
accessing news via dedicated applications on mobile devices requires a subscription. Most 
of the content is basically the same regardless of the means used to view it, and this 
introduces a problem. Why would anyone pay to view the news via a special application 
when they can get the same content for free via a website on the same device? 
There are two things that can make this strategy work. Firstly, the ‘special’ application has to 
be very special, and has to offer features that a web browser cannot. Secondly, and possibly 
more importantly, readers tend to read news on websites in a less directed and more 
exploratory manner. They browse, graze or ‘surf’ the content via a web browser, stopping 
occasionally at something that might catch their attention. The approach to reading news on 
the mobile devices, however, is somewhat less exploratory and more directed. Readers are 
more task-focused and goal oriented when using applications. They start the application 
because they want to get something done – in this case, they want to read the newspaper.  
The current subscription model, however, is not optimal and it is still not very clear what 
value proposition the paid ‘app’ content has over that offered for free on the website. A more 
thought through and convincing approach needs to be established. 
The business model proposed here for The Age continues the two tiered approach:   
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Free online website 
The Age should maintain the free online website to retain readers who are not prepared to 
pay for online news. After all, websites such as those offered by radio and television 
broadcasters offer free news, and The Age must continue to do so to be competitive. The 
website can continue to be subsidised by online advertising, and can continue to drive the 
readers to The Age’s related online services.  
Subscription based online website 
A subscription based website should also be implemented by The Age. This website should 
offer readers an ability to personalize their news content based on their interest. The key 
value proposition of this website should be (1) breaking news and (2) opinion based news. 
These two sections should appear on the subscription based website but not on the free 
website. This leverages the strengths that The Age has for breaking news and quality 
opinion and editorial writing. Furthermore subscribers should be presented with special 
offers specially targeted to their individual interests as suggested by the user’s content 
personalization. It should also offer ability for subscribers to search its archives which would 
be seen as a valuable offer from the publisher. This website should be advertisement free 
and its primary revenue should be user subscriptions. 
Subscription based mobile device applications 
The dedicated applications that enable readers to access The Age via mobile devices should 
offer all the features of the subscription based website. However, in addition to this it should 
also provide location based news and other information utilizing their well-established 
regional news coverage together with other publications that belong to its extended family. 
Travelling readers would have easy access to the news that is specific to the area they are 
in – this capability can be easily provided utilizing Fairfax’s already strong coverage of 
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regional news. Subscribers would also have a very practical and valuable ability to find 
establishments of interest nearby – this can also be offered without much investment by the 
company by utilising information in their Good Food Guide, Good Cafe Guide, Cheap Eats 
and Everyday Eats. As with the subscription based website these mobile device applications 
should also be advertisement free and its primary revenue should be user subscriptions. 
Benefits of the proposed business model for The Age 
The benefits of the proposed approach are threefold: 
1. The company will retain the proportion of the readers who are not willing to pay for 
online 
2. The approach provides a clear value proposition for paid content which will increase 
the rate of subscriptions as the readers will see a clear benefit of their subscription 
3. It will increase traffic to the company’s various publications by intelligently linking 
them and streamlining readers across these publications based on user’s needs and 
expectations. 
6.4 Consolidation of the findings into a model 
The outcomes of this research provide a deeper understanding of user attitudes and 
interaction with digital news content and can be used in many ways, one of which is the 
provision of news content in a form that addresses user needs and not just business ends. 
The research also provides critical insights into how people consume digital news content 
and proposes an initial model of factors that influence positive user behaviour towards online 
news content. This model can be used for further research into influencing factors towards 
online news and also other online content consumption. 
An interesting line for further research is the directional model which would help to see how 
each of the predictor variables may influence one another and influence the dependent 
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variable, willingness to pay, via each other. In other words, a variable expected to influence 
willingness to pay may lack predictive power on the willingness to pay directly. For instance, 
while online community may not show significant influence on the willingness to pay directly, 
it may have significant predictive power on the willingness to pay via content creation. 
Limited research is available to suggest initial relationships for testing. However, one 
possible model for analysis is shown in Figure 23 below: 
It is typically expected that demographic variables will influence a person’s perceptions and 
attitudes. These are shown to influence Trust, Context and Online community in the above 
model. It suggests that demographic variables such as the person’s age, gender, 
educational level and income are predicted to influence their level of trust in the news 
corporation, consume news in different various contexts (such as while on-the-go or in a 
fixed location) and the magnitude of participation in the online community. As people would 
be interested in hearing the opinions of individuals they respect and trust, Trust is shown to 
 
Figure 23 – Proposed directional model for future investigation 
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influence Opinion news. This means that people are expected to be more interested in 
paying for Opinion news but only if such news pieces are written by the writer they trust. 
Trust is also expected to have influence on Special interests. Thus people who have specific 
interests such as in business and finance or travel and leisure would seek such content from 
the provider they trust to have such content of high standards. Many people currently 
subscribe to specialist publications such as The Financial Times for business information or 
New Scientist for science. Our research, while not directly testing it, may be generally 
supportive of this proposition by showing that people who read more special interest content 
are not more willing to pay for online news content. This lack of predictive power of special 
interests was interpreted in the light of specialty publications being better placed to attract 
paying customers as compared to general news providers presumably because they enjoy 
higher user trust.  
Context (mobile or fixed) is shown to also predict special interests, personalisation and 
content creation. In case of special interests, context may play a role as people who are on 
the go have less time and thus may be interested in viewing only the topics of their specific 
interest. This may lead to context, especially mobile, being a positive influencing factor in the 
willingness to pay for online news via special interests. Similarly, personalisation is also 
expected to be influenced by context as once again, people wanting fast information 
consumption may be looking for access to topics of strong interest only when mobile. Thus 
context in the model is shown as being expected to influence willingness to pay via 
personalisation as well as special interests. User’s Context – the location and situation in 
which the user consumers news content - is also linked to content creation. It is expected 
that mobile context would limit the amount of content creation the user would carry out due 
to time constrains, limited interface for input and other environmental distractions associated 
with mobile context such as noise. However, fixed context is expected to produce the 
reverse effect. People at fixed locations are expected to have more time and inclination to 
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produce online content. Thus context is shown as an influencing factor on willingness to pay 
for online news content via content creation and expected to be negative in case of mobile 
context and positive in the case of fixed context. 
Online community is expected to have an influence on the willingness to pay via content 
creation. This link is drawn from the people who are active in the online communities such as 
Facebook, Twitter or LinkedIn. Active members in the online communities create content and 
comment on other people’s messages on a frequent basis. Based on this relationship, the 
model predicts that people who are members of the online community will create more 
online content. Thus Online community is expected to encourage Willingness to pay 
indirectly, via Content creation.  
Opinion news, Special interests, Personalisation and Content creation are all shown to 
directly predict willingness to pay for online news content. Their influence may vary 
depending on the strength and relationships of other influence variables. Research looking 
at the validity of the proposed model can take a form of a large scale questionnaire which 
would need to be more granular than the one used in this research. The magnitude scale 
investigating the degree of user’s attitudes would need to be measured using a seven point 
scale such as Likert Scale including measures of extent of agreement-disagreement or some 
quantitative measuring of these variables. 
6.5 Summary and further research 
This study set out to answer the question of ‘what factors influence user behaviour towards 
consuming and paying for online new content?’ The answer to this question ‘in-a-nutshell’ is 
the reader’s age, income, provision of special offers by the news provider, news content 
personalisation, opinion news, trust in the news organisation and the user’s context (being 
mobile) when consuming news content. 
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This study provides strong evidence that a significant group of people are willing to pay for 
online news content and are willing to spend between 50 centres to 3 Australian dollars per 
month. However it is unclear whether users’ willingness to pay such amount relates to one 
publication or any number of news publications put together. Further research could look at 
users’ attitudes towards ‘micropayments’ such as paying 5 cents per article.  
The key finding of this study is that users are willing to pay for news online but they’re not 
willing to pay much. The willingness to pay is affected by features such as personalization, 
quality journalism, and an ability to be able to search news archives. 
It is not unreasonable to assume that users who responded to this survey were doing so with 
the current online news offerings in mind. One aspect of the current online news 
environment that often goes unmentioned is that it tends to be based on repacking content 
that was created for more traditional (printed) newspapers. This is especially true in 
Australia. We are still reading articles on pages, often with static pictures. Journalists are, 
primarily, preparing content for a newspaper, and then that content is being re-offered in the 
online medium. There hasn’t actually been much by the way of ‘new media’ – it’s usually 
been old media shuffled out via a new means of delivery. 
Users may be indicating that they’re unwilling to pay more because they’re not really getting 
more. It’s the flip side of the get-what-you-pay-for mentality. Essentially, in the online 
environment, news providers earn what they deserve. Which is currently not much. 
This is where it is important to turn our attention to the features that make users more willing 
to pay for online news content: personalisation, search, quality journalism and some kind of 
involvement (such as discussions with journalists or other interested users, and eligibility for 
special offers). None of these features is currently available from Australian news 
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organisations to online news consumers who responded to this survey. Even The Times of 
London and The New York Times are struggling to provide such features.  
It is important to note the limitation of this study - it measured users’ behavioural willingness 
rather than the behaviour itself. As a consequence the actual online purchasing behaviour 
may differ. The inconsistencies between willingness and actual behaviour may occur for 
various reasons such as developments and changes in user characteristics, situational 
factors, access and characteristics of digital channels and the attributes of the news and 
their presentation.  
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Appendix 1 – Logistic Regression 
Case Processing Summary 
Unweighted Cases N Percent 
Selected Cases Included in Analysis 3456 94.5 
Missing Cases 200 5.5 
Total 3656 100.0 
Unselected Cases 0 .0 
Total 3656 100.0 
 
 
Dependent Variable Encoding 
Original Value Internal Value 
0 0 
1 1 
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Categorical Variable Codings 
 
Frequency 
Parameter coding 
(1) (2) (3) (4) (5) (6) 
income$           929 1.000 .000 .000 .000 .000 .000 
Between $100k    303 .000 1.000 .000 .000 .000 .000 
Between $45k     616 .000 .000 1.000 .000 .000 .000 
Between $70k    622 .000 .000 .000 1.000 .000 .000 
$100+ 176 .000 .000 .000 .000 1.000 .000 
Under $45k 523 .000 .000 .000 .000 .000 1.000 
Would prefer not 
to say 
287 .000 .000 .000 .000 .000 .000 
age$ 18-24 146 1.000 .000 .000 .000 .000 .000 
25-34 504 .000 1.000 .000 .000 .000 .000 
35-44 700 .000 .000 1.000 .000 .000 .000 
45-54 755 .000 .000 .000 1.000 .000 .000 
55-64 774 .000 .000 .000 .000 1.000 .000 
65+ 565 .000 .000 .000 .000 .000 1.000 
Under 18 12 .000 .000 .000 .000 .000 .000 
dataset 1 484 1.000 .000 .000 .000 .000 .000 
2 530 .000 1.000 .000 .000 .000 .000 
3 469 .000 .000 1.000 .000 .000 .000 
4 567 .000 .000 .000 1.000 .000 .000 
5 531 .000 .000 .000 .000 1.000 .000 
6 417 .000 .000 .000 .000 .000 1.000 
7 458 .000 .000 .000 .000 .000 .000 
trust .00 1588 1.000      
1.00 1868 .000      
personali
sation 
Don’t want 2509 1.000      
Do want by telling 
my interests 
947 .000      
opinion 0 1604 1.000      
1 1852 .000      
context1 0 2871 1.000      
1 585 .000      
offer 0 930 1.000      
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Categorical Variable Codings 
 
Frequency 
Parameter coding 
(1) (2) (3) (4) (5) (6) 
income$           929 1.000 .000 .000 .000 .000 .000 
Between $100k    303 .000 1.000 .000 .000 .000 .000 
Between $45k     616 .000 .000 1.000 .000 .000 .000 
Between $70k    622 .000 .000 .000 1.000 .000 .000 
$100+ 176 .000 .000 .000 .000 1.000 .000 
Under $45k 523 .000 .000 .000 .000 .000 1.000 
Would prefer not 
to say 
287 .000 .000 .000 .000 .000 .000 
age$ 18-24 146 1.000 .000 .000 .000 .000 .000 
25-34 504 .000 1.000 .000 .000 .000 .000 
35-44 700 .000 .000 1.000 .000 .000 .000 
45-54 755 .000 .000 .000 1.000 .000 .000 
55-64 774 .000 .000 .000 .000 1.000 .000 
65+ 565 .000 .000 .000 .000 .000 1.000 
Under 18 12 .000 .000 .000 .000 .000 .000 
dataset 1 484 1.000 .000 .000 .000 .000 .000 
2 530 .000 1.000 .000 .000 .000 .000 
3 469 .000 .000 1.000 .000 .000 .000 
4 567 .000 .000 .000 1.000 .000 .000 
5 531 .000 .000 .000 .000 1.000 .000 
6 417 .000 .000 .000 .000 .000 1.000 
7 458 .000 .000 .000 .000 .000 .000 
trust .00 1588 1.000      
1.00 1868 .000      
personali
sation 
Don’t want 2509 1.000      
Do want by telling 
my interests 
947 .000      
opinion 0 1604 1.000      
1 1852 .000      
context1 0 2871 1.000      
1 585 .000      
offer 0 930 1.000      
1 2526 .000      
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!
Omnibus Tests of Model Coefficients 
 Chi-square df Sig. 
Step 1 Step 663.722 23 .000 
Block 663.722 23 .000 
Model 663.722 23 .000 
!
Model Summary 
Step -2 Log likelihood 
Cox & Snell R 
Square 
Nagelkerke R 
Square 
1 3882.689a .175 .239 
a. Estimation terminated at iteration number 5 because 
parameter estimates changed by less than .001. 
 
McFadden rho = 0.14  (from Systat) 
 
Classification Tablea 
 
Observed 
Predicted 
 wtp19 
Percentage Correct  0 1 
Step 1 wtp19 0 1814 371 83.0 
1 667 604 47.5 
Overall Percentage   70.0 
a. The cut value is .500 
 
!
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Variables in the Equation 
 
B S.E. Wald df Sig. Exp(B) 
95% C.I.for EXP(B) 
Lower Upper 
Step 1a age$   21.247 6 .002    
age$(1) 1.485 .736 4.066 1 .044 4.415 1.042 18.700 
age$(2) .786 .721 1.190 1 .275 2.195 .535 9.017 
age$(3) .967 .719 1.808 1 .179 2.629 .643 10.755 
age$(4) 1.150 .719 2.559 1 .110 3.157 .772 12.917 
age$(5) 1.247 .718 3.018 1 .082 3.480 .852 14.209 
age$(6) 1.012 .721 1.969 1 .161 2.750 .669 11.294 
personalisation -.771 .088 76.653 1 .000 .462 .389 .550 
opinion(1) -.241 .080 9.166 1 .002 .785 .672 .918 
offer(1) -.462 .091 25.801 1 .000 .630 .527 .753 
context1(1) -.192 .108 3.147 1 .076 .825 .668 1.020 
trust(1) -.346 .086 16.092 1 .000 .708 .598 .838 
dataset   390.081 6 .000    
dataset(1) 2.588 .186 193.592 1 .000 13.306 9.241 19.160 
dataset(2) 2.742 .184 221.174 1 .000 15.513 10.809 22.265 
dataset(3) 2.138 .186 131.996 1 .000 8.479 5.888 12.210 
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Variables in the Equation 
 
B S.E. Wald df Sig. Exp(B) 
95% C.I.for EXP(B) 
Lower Upper 
dataset(4) 1.603 .183 76.464 1 .000 4.970 3.469 7.118 
dataset(5) 1.145 .189 36.559 1 .000 3.143 2.168 4.555 
dataset(6) .995 .199 24.893 1 .000 2.704 1.829 3.997 
income$   18.700 6 .005    
income$(1) .055 .167 .110 1 .740 1.057 .762 1.466 
income$(2) .601 .188 10.180 1 .001 1.823 1.261 2.637 
income$(3) .221 .165 1.786 1 .181 1.247 .902 1.724 
income$(4) .218 .164 1.766 1 .184 1.244 .902 1.717 
income$(5) .516 .220 5.518 1 .019 1.675 1.089 2.576 
income$(6) .040 .173 .052 1 .819 1.040 .741 1.461 
Constant -2.445 .749 10.643 1 .001 .087   
a. Variable(s) entered on step 1: age$, personalisation, opinion, offer, context1, trust, dataset, income$. 
 
 
!
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!
Casewise Listb 
Case Selected Statusa 
Observed 
Predicted Predicted Group 
Temporary Variable 
wtp19 Resid ZResid 
686 S 0** .865 1 -.865 -2.529 
731 S 0** .866 1 -.866 -2.540 
2174 S 1** .132 0 .868 2.569 
2258 S 1** .092 0 .908 3.142 
2339 S 1** .096 0 .904 3.072 
2344 S 1** .113 0 .887 2.807 
2435 S 1** .117 0 .883 2.744 
2575 S 1** .136 0 .864 2.517 
2650 S 1** .134 0 .866 2.547 
2657 S 1** .120 0 .880 2.710 
2658 S 1** .114 0 .886 2.785 
2659 S 1** .079 0 .921 3.412 
2723 S 1** .126 0 .874 2.629 
2754 S 1** .084 0 .916 3.312 
2847 S 1** .114 0 .886 2.786 
2866 S 1** .100 0 .900 3.002 
2871 S 1** .084 0 .916 3.312 
2887 S 1** .128 0 .872 2.608 
2944 S 1** .103 0 .897 2.944 
2947 S 1** .126 0 .874 2.628 
2979 S 1** .126 0 .874 2.629 
2994 S 1** .127 0 .873 2.626 
2995 S 1** .110 0 .890 2.848 
3005 S 1** .121 0 .879 2.696 
3040 S 1** .079 0 .921 3.424 
3041 S 1** .115 0 .885 2.769 
3064 S 1** .066 0 .934 3.752 
3065 S 1** .093 0 .907 3.128 
3068 S 1** .067 0 .933 3.718 
3088 S 1** .069 0 .931 3.676 
3106 S 1** .104 0 .896 2.937 
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Casewise Listb 
Case Selected Statusa 
Observed 
Predicted Predicted Group 
Temporary Variable 
wtp19 Resid ZResid 
3112 S 1** .116 0 .884 2.761 
3122 S 1** .048 0 .952 4.456 
3127 S 1** .109 0 .891 2.852 
3159 S 1** .136 0 .864 2.519 
3182 S 1** .098 0 .902 3.032 
3218 S 1** .070 0 .930 3.637 
3222 S 1** .051 0 .949 4.323 
3249 S 1** .063 0 .937 3.862 
3254 S 1** .119 0 .881 2.722 
3259 S 1** .071 0 .929 3.607 
3281 S 1** .122 0 .878 2.687 
3283 S 1** .115 0 .885 2.768 
3305 S 1** .079 0 .921 3.406 
3313 S 1** .092 0 .908 3.135 
3346 S 1** .126 0 .874 2.638 
3355 S 1** .103 0 .897 2.946 
3363 S 1** .116 0 .884 2.761 
3376 S 1** .071 0 .929 3.609 
3378 S 1** .116 0 .884 2.761 
3402 S 1** .133 0 .867 2.551 
3420 S 1** .116 0 .884 2.765 
3436 S 1** .071 0 .929 3.604 
3450 S 1** .084 0 .916 3.292 
a. S = Selected, U = Unselected cases, and ** = Misclassified cases. 
b. Cases with studentized residuals greater than 2.000 are listed. 
 
Of the 3,456 residuals, 54 (only 1.6%) had a standardised value greater than 2.  22 residuals 
(0.6%) were greater than 3; two (0.06%) greater than 4. 
!
 !
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Appendix 2 – Probit Regression 
Binary Probit Analysis 
Dependent variable: WTP19 
Input records: 3656 
Records kept for analysis: 2527 
Cases excluded due to missing data: 1129 
Convergence achieved after 3 iterations. 
Relative tolerance = 0.000 
Number of observations : 2527.000 
Number with WTP19 = 0 (non-response): 1549.000 
Number with WTP19 = 1 (response): 978.000 
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Results of estimation 
Log Likelihood:    -1441.495 
Log Parameter Estimate S.E. t-ratio p-value 
1 CONSTANT -0.273 0.104 -2.633 0.008 
2 AGE$_18-24 0.388 0.143 2.720 0.007 
3 AGE$_25-34 -0.082 0.108 -0.754 0.451 
4 AGE$_35-44 0.044 0.105 0.416 0.677 
5 AGE$_45-54 0.172 0.103 1.661 0.097 
6 AGE$_55-64 0.193 0.106 1.818 0.069 
7 AGE$_65+ -0.052 0.142 -0.365 0.715 
8 INCOME$_Between $100 0.202 0.071 2.859 0.004 
9 INCOME$_Between $45k -0.035 0.055 -0.634 0.526 
10 INCOME$_Between $70k -0.032 0.054 -0.592 0.554 
11 INCOME$_More than $100 0.171 0.091 1.884 0.060 
12 INCOME$_Under $45k -0.151 0.062 -2.439 0.015 
13 REGION$_Metro -0.077 0.037 -2.065 0.039 
14 PERSONALISATION_Don’t want -0.302 0.044 -6.800 0.000 
15 PERSONALISATION_Want by telling my interests 0.086 0.051 1.688 0.091 
16 DATASET_1 0.596 0.064 9.274 0.000 
17 DATASET_2 0.679 0.063 10.811 0.000 
18 DATASET_3 0.343 0.065 5.272 0.000 
19 DATASET_4 0.039 0.060 0.646 0.518 
20 DATASET_5 -0.291 0.067 -4.375 0.000 
21 DATASET_6 -0.448 0.076 -5.894 0.000 
22 OPINION_0 -0.089 0.028 -3.239 0.001 
23 OFFER_0 -0.141 0.032 -4.470 0.000 
24 CONTEXT1_0 -0.048 0.035 -1.361 0.173 
25 TRUST_0 -0.096 0.030 -3.221 0.001 
-2 * L.L. ratio = 490.032 with 24 degrees of freedom 
Chi-Sq. p-value =        0.000 
!
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!
The probit modeling is done with a different package and smaller sample size (n = 2527) due 
to limitations of SPSS and differences in how missing values were handled by the packages.  
In the logit results, if income was not given this was taken as a separate category of income, 
and hence these cases were included in the modeling. In the probit analysis, incomes not 
given were taken as missing values and these cases were not included in the analysis.  The 
logit results, use more information and so were judged to be more reliable. 
!
